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THE  FINEST  SUPPORT  FOR  YOUR 
PHARMACY  PROFIT 


For  women  on  their  feet  all  day, 
your  customers,  Fashion  Support 
Hosiery  is  now  a  must. 

The  profile  for  heavy  users  of 
support  hosiery  perfectly  matches 
the  profile  of  regular  pharmacy 
customers. 

Elbeo    Fashion  Support 
Hosiery      from  Robinson 
Healthcare,    gives    you  an 
entirely  new  source  of  sales 
and    a    totally    new  profit 
opportunity. 

Benefit  now  from  this  £24m 
and  growing  market,  by  giving 
your  customers  what  they  want. 

U.K.   Market   leaders,  Elbeo 
Fine   Fashion   Support  hosiery 
with    Lycra"    prevents  tired, 
aching  legs,  keep  busy  legs  looking 
slimmer  with  all  the  sheer  appear- 
ance of  fine  fashion  denier. 

Elbeo's  range  of  Fashion  Support 
Hosiery  -  MIRAGE  TIGHTS  AND 
STOCKINGS  BSI  Support  Factor  6 
-  light  support  to  prevent  tired, 
aching  legs  with  fine  15  denier 
appearance. 
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SHEER  MAGIC  TIGHTS  BSI 
Support  Factor  7  -  Amazingly 
Sheer  and  Fashionable  appearance 

-  Sheer  comfort  support  for  hard 
working  legs.  SHEER  MAGIC 
MATERNITY  TIGHTS  help  legs 
cope  with  the  extra  strains  of 
pregnancy,  with  all  the  beautiful 
appearance  of  Elbeo  Sheer  Magic 
Support  Tights. 

-  Elbeo  Fashion  Support  hoisery 
with  Lycra"  is  available  to 
pharmacies  exclusively  from 
Robinson  Healthcare. 

As  a  special  introductory  offer, 
Robinson  have  prepared  a 
Pharmacy  support  package  -  FREE 

-  '  «Ut-'  I  '  !!'■'     ft     S  «  «  :  1=  ll&Hli.L.. 

FREE  CUSTOMER  EXPLANATORY 
LEAFLETS,      AND  EFFECTIVE 

ELLING  P.O.S.  MATERIAL. 
Pharmacy  customers  are  main 
buyers  of  Fashion  Support  Hosiery 

-  MAKE  SURE  THEY  BUY  FROM 
OU. 

For  further  information  Telephone 
0246  220022  and  ask  for  Sales 
Administration  -  extension  428. 


R  Lycra  is  the  registered  trademark  of  Dupont. 
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The  news  this  week  that  West  Glamorgan  Family  Health 
Services  Authority  is  to  provide  £9,000  to  fund  the 
training  of  pharmacy  assistants  through  the  National 
Pharmaceutical  Association's  Medicines  Counter 
Assistants'  Course  must  delight  both  the  NPA  and  a 
fortunate  few  Welsh  assistants  and  pharmacists.  Since  its 
launch  in  Summer  1989  the  NPA  course  has  been  a 
considerable  success.  Around  1 ,000  assistants  successfully 
completed  the  course  in  the  first  year  and  now  some  1 ,300 
staff  have  received  certificates. 

The  aim  is  to  give  assistants  a  working  knowledge  of  the 
signs,  symptoms,  treatments  and  products  associated  with 
minor  ailments  so  that  they  can  effectively  sell  OTC 
medicines,  calling  on  the  pharmacist  as  necessary. 
Assistants  are  usually  the  first  port  of  call  for  consumers 
visiting  a  pharmacy,  so  it  makes  excellent  sense  to  train 
them  properly.  And  while  publications  such  as  our  own 
Over  the  Counter  monthly  supplement  for  assistants 
provide  ample  written  material,  the  opportunity  to  attend 
a  six  week  set  course  run  by  a  practising  pharmacist  is  the 
ultimate  practical  method  of  acquiring  knowledge  in  the 
company  of  your  peers. 


Last  Winter,  courses  were  run  in  around  20  towns  up 
and  down  the  country  with  local  pharmacists  giving  the 
tuition.  Doubtless  the  NPA  would  like  more  volunteers, 
and  from  more  areas,  but  it  would  relish  also  similarly 
enthusiastic  responses  from  other  FHSAs.  West 
Glamorgan  was  not  the  first  funding  authority  —  that 
honour  fell  to  Bradford  last  year  —  and  it  is  to  be  hoped  it  is 
not  the  last.  However,  having  an  FHSA  picking  up  the  tab 
for  the  £90  course  fee  is  not  the  whole  answer.  Pharmacists 
still  have  to  encourage  staff  to  take  up  course  places,  and 
where  the  course  runs  during  the  working  day,  give  time  off 
with  pay.  Indeed,  how  many  pharmacists  are  generous 
enough  to  give  time  off  in  lieu  for  courses  attended  during 
the  evening?  This  may  not  be  as  magnanimous  of  them  as 
it  seems.  The  NPA  has  countless  testimonies  from 
satisfied  pharmacists  who  find  MCA-certificated  staff  are 
more  confident,  knowledgeable,  enthusiastic  and  able  to 
satisfy  customers'  needs.  Satisfied  customers  usually 
return  to  pharmacies  that  serve  them  well! 

Pharmacists  can  back-up  NPA  approaches  to  FHSAs  by 
lobbying  locally.  Meanwhile  the  NPA  is  still  looking  for 
pharmacists  to  run  courses  as  well  as  candidates  to  enrol. 
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Welsh  FHSA  to  fund 
assistants  course 


West  Glamorgan  Family  Health 
Services  Authority  is  setting  aside 
£9,000  to  provide  training  for 
pharmacy  assistants. 

The  funding,  approved  by  the 
FHSA  at  its  February  meeting, 
concerns  the  Medicines  Counter 
Assistants  course  offered  by  the 
National  Pharmaceutical 
Association.  The  FHSA  heard 
about  the  course  from  a  letter  sent 
by  NPA  director  Tim  Astill. 

Deputy  general  manager 
Terry  Thomas  told  C&D  that  the 
Authority  was  very  impressed 


Liberal  views 
on  the  NHS 

"The  NHS  needs  not  only  an 
injection  of  resources  but  also  a 
greater  emphasis  on  health 
promotion  and  preventative 
medicine,"  says  a  Liberal 
Democrats  policy  document, 
published  this  week. 

"Shaping  tomorrow 
Starting  today"  considers  that  the 
NHS  needs  reformed 
mechanisms  to  ensure  consumer 
rights,  patient  service  and 
democratic  accountability.  High 
quality  community  care  should  be 
available  through  voluntary, 
private   and   local  authority 


A  six  week  campaign  to  raise 

awareness  of  free  sight  tests  was 
launched  last  week.  The  £180,000 
campaign  will  involve  leaflets, 
posters  and  local  radio. 


with  the  scheme.  Despite  some 
reservations  expressed  by  the 
Authority's  medical  member, 
there  was  overwhelming  support 
for  the  funding,  he  said. 

The  Authority  is  planning  to 
offer  the  course  to  all  the  126 
pharmacies  in  the  area.  Each  will 
be  able  to  send  at  least  one 
assistant  on  the  course. 

The  FHSA  is  now  finalising 
details  to  be  circulated  to 
community  pharmacists. 
However,  early  feedback  has 
been  positive,  said  Mr  Thomas. 


"I've  heard  nothing  but  support 
for  the  scheme,"  he  said.  "I'd  be 
disappointed  if  we  don't  get  a  good 
response." 

Ailsa  Benson,  NPA's  head  of 
training  said  she  was  "delighted" 
with  West  Glamorgan's  response. 

"West  Glamorgan  are  at  one 
end  of  the  pole  with  other  FHSAs 
unfortunately  at  the  other  end," 
she  said. 

In  the  past  Bradford  have  also 
funded  the  assistants  course. 
"May  the  others  follow  suit 
rapidly,"  she  said. 


PGC  to  meet 
on  the  13th 

Pharmaceutical  General  Council 
chairman  Graeme  Millar  hopes  to 
be  able  to  present  the  Scottish 
Health  Department's  offer  for 
1991  -92  to  a  meeting  of  the  PGC 
on  March  13. 

Although  he  is  confident  he  will 
have  something  to  put  before  the 
Council  by  then,  he  says 
negotiations  have  not  finished. 

Following  last  week's 
Comment,  Mr  Millar  says  the 
sweeping  away  of  discount 
inquiries,  with  any  administrative 
savings  being  ploughed  back  into 
pharmacy  remuneration,  is  "not 
under  active  consideration"  by 
the  PGC. 


PSNC  waits... 

The  Pharmaceutical  Services 
Negotiating  Committee  was  still 
waiting  for  an  improved  1990-91 
pay  offer  and  for  news  of  a 
meeting  with  Secretary  of  State 
William  Waldegrave  as  C&D  went 
to  press. 

Both  sides  last  week 
expressed  hope  that  a  deal  would 
be  concluded  before  April. 
■  PSNC  says  it  has  been  brought 
to  its  attention  that  pharmacists 
are  being  offered  £25  to  fill  in  a 
questionnaire  as  part  of  a  market 
research  exercise  into  parallel 
imports  being  conducted  by  a 
leading  firm  of  consultants.  PSNC 
feels  contractors  should  not 
divulge  commercial  information 
relating  to  the  purchase  of 
medicines  unless  the  protocol  has 
been  approved  by  PSNC. 

Evans  recall 
atenolol 

Evans  are  recalling  a  batch  of  their 
atenolol  tablets.  Some  correctly 
labelled  blister  strips  of  atenolol 
50mg  have  been  packed 
inadvertently  into  cartons  labelled 
atenolol  lOOmg. 

Pharmacists  are  asked  to 
check  stocks  of  both  50mg  and 
lOOmg  cartons  and  return  any 
with  trie  batch  number  E04069A 
to  their  wholesaler  for  credit. 

Price  Service:  Due  to  an  error  with 
the  computer  typesetting 
production  of  the  March  issue  of 
the  C&D  Price  List,  there  is  some 
text  missing  from  page  261 .  The 
missing  section  has  been 
reprinted  and  appears  in  the  Price 
Supplement  of  March  2.  We 
apologise  for  any  inconvenience  i 
caused. 


Diagnostic 
tests  increase 

GP  requests  for  diagnostic  tests 
have  trebled  over  the  last  20 
years,  according  to  the  Office  of 
Health  Economics. 

The  overall  increase  reflects 
both  advances  in  technology  and 
increasing  patient  demand  for 
tests  such  as  cervical  cytology  and 
cholesterol  levels. 

The  report  highlights  large 
variations  in  referrals  between 
practices:  one  study  shows  a 
12-fold  variation  in  cholesterol 
tests.  "Factors  influencing  clinical 
decisions  in  general  practice" 
(£7.50)  OHE,  12  Whitehall, 
London  SW1A2DY. 


Pharmacy  assistant  Helen  Marsh,  ofJ.S.  Dent  Ltd,  East  Dereham,  has 
won  the  NPA  staff  training  course  student  of  the  month  award  for 
November  1990.  Pictured  with  Helen  at  the  presentation  ceremony  are 
Petri  Coe  (left)  for  Merrell  Dow,  who  presented  a  framed  certificate  and 
£20  voucher;  Joe  King,  NPA  area  board  member  with  the  course 
certificate  and  supervising  pharmacist,  GD  Garnham  (right) 


Humberside:  voluntary 
extension  of  pharmacy  hours 


A  number  of  community 
pharmacists  have  reacted 
positively  to  Humberside  Family 
Health  Services  Authority's  rural 
review  and  offered  to  extend  their 
opening  hours. 

The  review  (C&D,  January  26 
pl08)  followed  the  increased 
number  of  evening  surgeries  due 
to  the  new  GP  contract. 

Paul  Bulmer,  Humberside 
FHSA's  senior  administrator, 
dental,  pharmaceutical  and 
optical,  told  C&D  that  views  from 
the  various  parties  will  now  be 
discussed  by  the  Pharmaceutical 
Dispensary  Advisory  Group. 

"It  doesn't  look  as  if  there's 
going  to  be  a  great  deal  of  change 
required,"  he  said.  One 
pharmacist  had  offered  to  stop 
closing  for  a  half  day  to  meet 
increased  demand  due  to  an 


additional  GP  surgery. 

Another  contractor  had 
offered  to  remain  open  for  an 
extra  hour  in  the  evening  and  on 
Bank  Holidays.  The  FHSA  was 
suggesting  this  went  ahead  for  a 
three  month  trial  period  to  assess 
demand,  said  Mr  Bulmer. 

A  third  pharmacist  believed  an 
extra  1 5  minutes  at  the  end  of  the 
day  would  cope  with  "stragglers" 
from  the  surgery. 
■  An  application  granted  by 
Humberside  FHSA  for  a  pharm- 
acy in  Gilberdyke  has  been  refer- 
red to  the  Department  of  Health 
following  an  appeal  by  GPs. 

Mr  Bulmer  said  the  application 
was  granted  on  the  grounds  that  it 
was  not  prejudicial  to  medical 
services  and  was  desirable  and 
necessary.  The  FHSA  hopes  to 
have  a  decision  soon. 


32(1 


CHEMIST  &  DRUGGIST  2  MARCH  1991 


Vitamin  IQ 
controversy 


OPD  debate  to  return? 


rages  on 

Allegations  that  the  latest  study 
showing  vitamin  and  mineral 
supplementation  has  a  positive 
effect  on  intelligence  was 
"a  marketing  exercise"  were 
hurled  at  the  Dietary  Research 
Foundation  by  the  Press  on 
Wednesday. 

The  DRF,  a  charity  set  up  to 
organise  the  study,  timed 
publication  of  the  results  with  a 
BBC1  "QED"  programme,  the 
publication  of  a  book  for  "QED" 
written  by  one  of  the  researchers 
(C&D,  February  23,  p292),  and 
the  launch  of  a  supplement  - 
Vitachieve  —  made  by  Booker 
Nutritional  Products  based  on  that 
used  in  the  trials. 

The  DRF  stressed  that  it  had 
no  connections  with  the  industry 
when  questioned  about  its 
relationship  with  BNP:  funding 
came  from  charitable  donations. 
Booker  supplied  the  product  used 
in  the  study  and  once  it  was  known 
that  the  results  were  positive, 
DRF  authorised  them  to  make  the 
supplement  for  sale;  5  per  cent  of 
sales  will  go  to  the  DRF  to  fund 
further  research. 

The  results  published  this 
week  come  from  the  US  arm  of 
the  study,  involving  615  children 
aged  12-13  and  15-16  years.  They 
show  the  average  non-verbal  IQ 
score  of  the  group  taking  a 
formulation  based  on  100  per  cent 
of  the  USA  RDA  level  showed  a 
significant  improvement 
compared  with  the  placebo  group. 

Researchers  found,  though, 
that  the  supplement  was  effective 
only  in  children  where  there  was  a 
deficiency  in  any  of  these  vitamins 
and  minerals,  and  stressed  that 
not  every  child's  intelligence 
would  improve.  They  also  said  the 
research  proves  conclusively  that 
nutrition  is  important  to  children's 
intelligence.  But  because  many  do 
not  eat  balanced  meals,  de- 
ficiencies arise. 

■  Vitalia  have  issued  an  open 
letter  to  the  industry  following  the 
publicity  on  vitamins  and  IQs. 
Managing  director  Pradip  Pattni 
disputes  the  claim  that  the  latest 
research  is  "the  final  verdict" . 

The  issue  poses  serious 
ethical  problems  for  both  industry 
and  retail,  he  says.  "There  are 
people  who  have  a  huge 
commercial  interest  in  promoting 
this  research." 

Two  "crucial"  questions  the 
research  fails  to  answer  are:  what 
are  the  long  term  effects,  and  are 
IQ  levels,  rather  than  nutrition 
levels,  raised?  Increased  learning 
ability  through  better  nutrition 
does  not  mean  increased  IQ,  he 
points  out. 


The  Government  intends  to 
institute  renewed  consultations  on 
original  pack  dispensing  with  the 
medical  and  pharmaceutical 
professions  and  the 
pharmaceutical  industry,  Health 
Minister  Virginia  Bottomley  said 
last  week.  However,  neither  the 
National  Pharmaceutical 
Association  nor  the  Association  of 
the  British  Pharmaceutical 
Industry  were  aware  of  any 
impending  talks  although  both 
expect  to  be  involved. 

Previous  consultations  have 


Pharmacists'  advice  is  not  always 
appropriate  for  the  treatment  of 
minor  illnesses  in  children, 
according  to  a  paper  in  the  British 
Medical  Journal. 

Investigating  community 
pharmacists'  advice  and 
treatment  for  children  with 
diarrhoea,  ten  Newcastle 
pharmacists  were  interviewed 
and  given  a  questionnaire,  and 
another  ten  were  visited  by 
researchers  posing  as  parents. 
The  advice  they  gave  was 
contrasted  with  standard  advice 
on  the  management  of  children's 
diarrhoea. 

Half  the  pharmacists 
interviewed  and  70  per  cent  of 
those  visited  recommended 
inappropriate  treatment  (such  as 
antidiarrhoeal  drugs  and 
withholding  breast  milk),  the 
researchers  found. 

Only  30  per  cent  of  those 
interviewed  said  they  would  ask 
the  age  of  the  child,  and  all 
pharmacists  in  the  posed  visits 
recommended  a  purchased 
treatment. 

The  researchers  felt  that 


produced  widely  conflicting  views, 
said  Mrs  Bottomley  in  reply  to  a 
Parliamentary  question  from  Sir 
Neil  Macfarlane.  "While  most 
supported  the  priniciple,  all  had 
reservations  about  the  details  of 
implementation,"  she  said. 

Peter  Lumley  of  the  ABPI  said 
these  "conflicting  views"  have 
been  over  what  constitutes  a 
monthly  pack.  He  said  the 
industry  is  not  keen  on  a  28  unit 
pack ,  and  would  prefer  a  28  or  30 
day  pack.  Some  manufacturers 
would  prefer  a  30  day  pack 


pharmacists  should  be  given  more 
consistent  training  in  recognising 
and  treating  clinical  problems.  But 
they  also  pointed  out  that  medical 
advice  on  management  of 
diarrhoea  is  also  inconsistent,  and 
called  for  it  to  be  modified  in  line 
with  WHO  guidelines. 

National  Pharmaceutical 
Association  director  Tim  Astill 
says:  "We  are  sure  this  is  not 
widespread.  The  vast  majority  of 
pharmacists  are  fully  up-to-date, 
particularly  on  oral  rehydration 
which  is  frequently  covered  in 
their  journals.  There  is  no  excuse 
for  pharmacists  still  selling  kaolin 
products  for  childhood 
diarrhoea." 

A  professor  of  pharmacology 
at  the  Wolfson  Unit  of  Clinical 
Pharmacology  in  Newcastle, 
writing  in  the  same  journal,  says 
these  findings  are  broadly  in  line 
with  the  results  of  previous  work. 
In  an  editorial  that  is  otherwise 
fairly  positive  about  the  extended 
role  of  pharmacists,  he  calls  for  a 
rather  more  robust  approach  to 
improving  standards  of  these 
aspects  of  pharmacy  practice. 


because  this  is  normal  on  the 
Continent. 

NPA  director  Tim  Astill  said 
the  Association  is  wholly  in  favour 
of  OPD.  "It  is  not  the 
pharmacist's  job  to  count  and 
pour,"  he  says. 

Literature 
Index 

The  Index  of  Available  Literature 
for  the  period  January  to 
December  1990  is  being  mailed 
with  the  March  edition  of  the 
National  Pharmaceutical 
Association's  Pink  Supplement. 

Produced  by  Dr  Terry 
Maguire  of  the  Queen's 
University  of  Belfast  and  Dr  David 
Temple  of  the  Welsh  School  of 
Pharmacy,  Cardiff,  it  is  designed 
for  use  in  conjunction  with  articles 
from  the  pharmaceutical  Press 
and  relevant  bulletins  and 
newsletters. 

The  Index  lists  all  articles  of 
reference  value  under  BNF 
therapeutic  categories  with 
additional  sections  such  as 
alternative  therapies,  appliances, 
law  and  ethics  and  travel  advice. 

Articles  suitable  for  continuing 
education  purposes  are 
designated  CE,  those  of  a  new  s 
nature  NI,  and  opinions  published 
as  articles  as  OP. 

Dr  Maguire  is  looking  for 
feedback  and  comments  from 
users  of  the  Index  to  help  with  its 
updating  and  improvement. 
Anyone  wishing  to  comment 
should  contact  him  on  0232 
320590. 

Back  issues  (from  1985)  are 
available  from  Dr  Temple, 
enclosing  a  large  SAE. 


Pharmacists  get  it  wrong? 
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Is  good  as  it 
sounds? 

The  working  party  on  the  future 
role  of  community  pharmaceutical 
services  should  be,  by  now,  sifting 
through  the  comments  submitted 
by- interested  parties.  Few  can 
doubt  the  importance  of  this 
working  party  and  it  may  prove  to 
be  more  important  than  the 
Nuffield  Inquiry.  It  is  designed  to 
put  some  "flesh"  onto  the 
"bones"  outlined  in  Nuffield  and 
I  hope  as  many  of  us  as  possible 
have  contributed  our  views  as  I 
have.  In  the  past  we  were  only 
paid  for  the  supply  of  medicines 
but  now  the  NHS  and  Community 
Care  Act  has  changed  all  that  and 
we  can  be  paid  for  extra  services. 

"Rather  than  being  a 
panacea,  will  the  findings 
of  the  working  party  bring 
more  hardship  for 
contractors" 

Superficially  the  working  party 
appears  to  be  the  panacea  for  the 
profession,  which  could  finally 
award  us  remuneration  for  all  the 
things  we  have  been  doing  for 
years  free  of  charge.  I  very  much 
hope  it  is,  but  I  have  some 
concerns.  For  example,  it  is  not 
clear  if  any  payments  will  be  made 
from  new  monies  or  if  the  monies 
will  be  "sliced"  from  the  global 
sum.  And  the  composition  of  the 
working  party  leaves  much  to  be 
desired:  six  pharmacists;  two 
from  the  Royal  Pharmaceutical 
Society,  two  from  PSNC  and  one 
from  the  NPA.  In  the  main  they 
are  not  community  pharmacists 
and  therefore  their  own 
"remuneration"  will  not  be 
directly  affected  by  the  working 
party's  findings.  None  of  our 
organisations  —  the  Pharma- 
ceutical Society  of  Northern 
Ireland,  the  Ulster  Chemist's 
Association  and  the  Pharma- 
ceutical Contractor's  Committee 
—  will  be  represented. 

Instead  these  groups  are  being 
expected  to  send  comments  via 
Brian  Cheyne,  the  chief 
pharmaceutical  officer  at  the 
DHSS,  who  has  observer  status 
on  t he  group.  This  is  most 
unsatisfactory  as  we  will  have  the 
findings  imposed  upon  us  without 
proper  access  to  the  decision 
makers.  The  chairman  of  the 
working  party  is  well  known  for 
his  cost  cutting  activities  and  I 
wonder  if,  rather  than  being  the 
panacea  to  all  our  ills,  the  findings 
and  recommendations  of  the 
working  party  will  bring  more 
hardship  for  the  ordinary 
contractor  and  more  savings  for 
the  Government.  Why  are  we 
being  treated  this  way? 


A  time  and 
a  place... 

I  am  becoming  more  than  a 
little  irritated  by  the  present 
unproductive  debate  in  the 
pages  of  the  professional 
Press  between  dispensing 
doctors  and  pharmacists. 
The  convoluted  statistics  of 
value  for  money  obtained  by 
both  factions  not  only  serve 
to  demonstrate  how  firmly 
the  two  sides  find 
themselves  entrenched,  but 
is  pharmaceutically 
counterproductive  since  it 
presents  the  dispensing 
doctor  lobby  with  a  propaganda  platform 
they  would  otherwise  be  denied. 

Most  authorities  accept  that  doctor 
dispensing  is  a  historical  anachronism 
which  provides  the  patient  with  an 
incomplete  pharmaceutical  service,  but 
the  dispensing  doctors  continue  to  defend 
the  indefensible  because,  as  presently 
organised,  it  is  "a  nice  little  earner". 
Their  public  dedication  could  be  easily 
challenged  by  ensuring  they  are  properly 
paid  for  their  medical  services  with  no 
profits  being  derived  from  their  dispensing 
activities  but,  meanwhile,  pharmacy  must 
maintain  the  right  of  the  whole  community 
to  a  comprehensive  pharmaceutical 
service.  That  aim  should  be  properly  and 
intensely  pursued  from  within  the  family 
health  services  authorities,  and  not  by 
pointless  argument  in  the  columns  of  the 
pharmaceutical  Press. 

First  out  of  the  bag 

Over  the  Counter  is  always  compulsory 
reading  in  my  staff  room.  Its  wide  variety 
of  excellent  articles  have  become  a  vital 
source  of  training  information. 

The  March  issue  was  no  exception. 
There's  always  a  couple  of  useful  articles 
on  OTC  medicines  —  this  month  it  was  on 
the  problems  of  giving  medicines  to 
children  and  treating  constipation.  The 
rest  of  the  shop  is  not  forgotten  either, 
with  each  month's  Beauty  Basics.  And  I 


especially  like  the  series  on 
window  display  —  how 
often  have  the  pharmacy 
bigwigs  bemoaned  the 
appearance  of  the  front-of- 
shop.  With  this  useful 
prompting,  we  are  changing 
round  our  windows  very 
regularly. 

While  the  primary  target 
of  the  supplement  has  to  be 
the  assistant,  the  basic 
information  on  the  uses  of 
medicines  always  provides 
me,  a  pharmacist,  with  one 
or  two  handy  reminders. 

Properly  trained 
counter  assistants  are  an 
asset  to  any  retailer,  but 
especially  in  a  pharmacy 
where  more  than  any  other  shop  on  the 
high  street,  people  come  looking  for 
advice.  I  may  be  a  bit  biased,  but  I  can  put 
my  hand  on  my  heart  and  say  that,  each 
month,  when  Over  the  Counter  arrives  in 
the  C&D  package,  its  out  to  Dotty  even 
faster  than  the  week's  Price  List  changes! 
And  it  is  received  with  a  lot  more 
enthusiasm.  I  wonder  why? 

Rationalising 

It  is  all  very  well  to  bury  our  heads  in  the 
sand,  but  it  is  a  fact  that  there  are  too 
many  small  non-essential  pharmacies  in 
some  urban  areas.  Motions  from  both 
Norfolk  and  Gwynedd  at  the  Local 
Pharmaceutical  Committee  Conference 
{C&D  February  23,  p306)  identified  this 
problem,  but  both  were  lost.  Perhaps 
their  particular  suggestions  were 
unsuitable,  but  unless  we  suggest  a 
reasonable  scheme  for  the  amalgamation 
of  small  pharmacies,  we  may  have  a 
solution  imposed  from  above. 

Compensation  payments  will  be 
required,  and  if  these  are  from  the 
inherent  savings  achieved  by 
amalgamation,  where  lies  the  problem? 
First  the  principle  must  be  accepted,  and 
then  it  is  up  to  the  Pharmaceutical 
Services  Negotiating  Committee  to 
ensure  a  fair  distribution  of  released  funds, 
with  genuine  protection  afforded  to  all 
those  small  pharmacies  deemed  essential. 
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Top  performers  on  stage,  screen  -  or  shelf  - 
often  benefit  from  a  change  of  image. 

New  pack  designs  across  the  Wyeth 
Nutrition  range  now  make  it  even  easier  for 
your  customers  to  recognise  their  favourite 
brands  -  and  when  to  use  them. 

As  a  result  more  mothers  than  ever  are 
looking  for  SMA  Gold,  SMA  White  and 
Progress  on  your  baby  fixture. 

We're  also  helping  them  with  an  infor- 
mation campaign,  using  advertising  and 
literature  to  explain  clearly  the  differences  and 
benefits  of  these  top  performing  brands. 

This  initiative  is  just  what  you'd  expect 
from  the  company  which  consistently  leads 
the  baby  milk  market. 

Progress  for  example,  was  the  first  "follow- 
up"  milk,  for  babies  from  six  months  onwards. 
It  has  created  an  entirely  new  and  growing 
market  sector. 


SMA  Ready-to-Feed  was  the  first  liquid 
baby  milk  for  retail  sale.  It's  still  far  and  away 
the  brand  leader.  And  the  only  one  in 
convenient  cartons. 


wyeth  Nutrition 
.  Leading  the  way 


We're  committed  to  innovations  like  these 
because,  unlike  other  companies  in  the  market, 
we  are  solely  dedicated  to  baby  milks. 

And  we're  committed  to  strong  and 
consistent  trade  support,  because  we  recognise 
that  even  the  top  performers  can  only  succeed 
if  you  succeed  too. 

IMPORTANT  NOTICE 

Breastmilk  is  best  for  babies.  Infant  formula  is  intended 
to  replace  breastmilk  when  mothers  do  not  breastfeed 
Good  maternal  nutrition  is  important  tor  preparation  and 
maintenance  of  breast  feeding  Introducing  partial  bottle 
feeding  could  negatively  affect  breast  feeding  and  reversing 
a  decision  not  to  breastfeed  is  difficult  Professional  advice 
should  be  followed  on  infant  feeding  Infant  formula  should 
be  prepared  and  used  as  directed  Unnecessary  or  improper 
use  of  infant  formula  mav  present  a  health  hazard  Social  and 
financial  implications  should  be  considered  when  selecting 
a  method  of  infant  feeding 

Progress  is  a  balanced  blend  of  milk  solids,  vitamins  and 
minerals  tor  babies  of  h  months  and  older  Used  in  conjunction 
with  solid  feeding,  it  provides  the  nourishment  essential  to  a 
babv  s  healthy  and  sustained  growth  Progress  is  not  intended 
to  replace  breast  feeding  or  infant  formula 


OUNTERPOINTS 


Mam  in 


A  steam  steriliser  for  use  in  a 
microwave  oven  is  the  latest 
introduction  from  Mam  (UK)  Ltd. 

The  steriliser  holds  two 
feeding  bottles  with  accessories 
and  can  also  be  used  for  storage  or 
as  a  carrying  case.  The 
polycarbonate  lid  has  a  steam 
valve  and  the  two  handles  can  be 
adjusted  so  the  steriliser  fits  any 
size  of  oven. 

The  bottles  are  placed  on  a 
grid  above  100ml  tap  water.  Eight 
minutes  in  the  microwave  is  then 
enough  to  eliminate  common 
household  micro-organisms,  after 
which  the  bottles  are  ready  for 
use.  Extensive  microbiological 
testing  in  a  variety  of  ovens  using 
different  steriliser  loads  showed 
that  this  length  of  time  was 
enough  to  meet  the  Council  of 
Europe  standard  for  sterilisation 
and  still  leave  a  safety  margin. 

At  £19.95  including  two  Mam 
Nurser  bottles,  the  steriliser  is 
much  cheaper  than  other  steam 
sterilisers  and  has  the  added 
benefit  of  portability.' 

The  company  believes  that,  as 
about  55  per  cent  of  UK 
households  own  a  microwave,  it  is 
filling  a  gap  in  the  market, 
particularly  as  a  large  proportion 
of  microwave  owners  are  in  the 
age  group  most  likely  to  have  a 
young  family.  Advertising  starts  in 
the  April  issues  of  mother  and 
baby  magazines.  Mam  ( UK)  Ltd. 
Tel:  021-459  4304. 


Story  time 

Windsor  Pharmaceuticals  are 
running  an  on-pack  promotion  on 
their  Uvistat  Babysun  range 
during  Spring  and  Summer. 

With  a  single  purchase  of 
Factor  22,  12  or  aftersun,  the 
customer  can  send  for  a  set  of  four 
cassette  tapes  for  £4.50.  The 
tapes  would  normally  retail  at 
around  £12. 

Each  tape  features  3-5 
children's  tales  and  is 
accompanied  by  a  colouring 
booklet.  A  total  of  14  cassettes  are 
available.  Windsor  Pharma- 
ceuticals Ltd.  Tel:  0344  4S444S. 


For  girls 


22  ABSORBENT 
NAPPIES-^ 


For  boy  > 
24  ABSORBENT  J~ll 


New  look  Ultra  nappy 
from  Unichem 


Unichem  are  relaunching  their 
Ultra  disposable  nappies  in  the 
company's  biggest  own  label 
launch  to  date. 

The  new  nappy  incorporates  a 
number  of  features  introduced 
into  the  market  in  the  past  year 
and  is  intended  to  help  the 
company  regain  own  label  sales 
lost  to  branded  products. 

The  new  nappy  is  gender 
specific,  with  superabsorbent 
padding  in  the  right  place 
depending  on  the  baby's  sex.  All 
products  now  carry  boy/girl  colour 
coded  features. 

The  product  has  an  elasticated 
waist  and  a  foam  insert  is  seated 
between  the  inner  and  outer 
lining.  In  conjunction  with  this 
there  is  a  "perfect  fit"  waist  band 
with  resealable  tapes. 

The  nappy  will  be  "compact 
packed"  reducing  the  bulk  of 

Swiss  manufacturer  Ricola  have 
launched  their  orange  mint  Swiss 
herb  lozenges  in  the  UK.  The 
sugar  free  product  comes  in  a  flip- 
top  carton,  featuring  "molar 
man",  the  symbol  of  the 
Toothfriendly  Sweets  Inter- 
national consumer  information 
campaign.  A  "safe  for  teeth' '  flash 
underneath  the  opening  flap  re- 
emphasises  the  message.  The 
product  contains  isomalt.  Ricola 
Swiss  herb  lozenges  (50g,  £1 .39) 
are  available  in  counter  display 
units.  Distributors,  Cedar  Health 
Ltd.  Tel:  061-483 1235. 


packs  by  20-30  per  cent.  This  will 
ease  storage  and  distribution,  say 
Unichem.  Other  features  include 
multistrand  elasticated  legs,  with 
an  extra  soft  lining  and  an  '  'easy  to 
open"  feature.  The  wetness 
indicator  on  the  existing  Ultra 
product  is  retained. 

The  pack  sizes  are  new-born 
40,  infant  28,  toddler  24,  and  child 
22.  The  sizes  of  trade  outers  are 
newborn  and  infant  4s,  toddlers  8s 
and  child  6s.  A  price  comparison 
per  nappy  means  they  are  some 
3p  cheaper  than  Vantage  and 
Boots,  and  7-15p  cheaper  than 
leading  brands,  says  own  label 
products  manager  Janice  Pitman. 

To  support  the  launch  a  sell-in 
package  offers  two  packs  of 
newborn  free  for  all  purchases  of 
two  packs  of  infant,  toddler  and 
child.  All  pharmacists  who  buy  on 
initial  launch  will  be  listed  as  a 
stockist  in  consumer  advertising 
which  will  be  appearing  on  a 
regional  basis  in  the  TV  Times. 
There  will  also  be  a  consumer 
competition  featured  in  the  June 
issue  of  Mother  &  Baby  magazine. 

In-store  display  boards  will 
follow  the  theme  of  the  Press 
advertising  and  the  three  best 
displays  will  win  a  £500  cash  prize . 

The  first  200,000  packs 
produced  will  carry  consumer  on- 
pack  leaflets.  In  exchange  for  15 
proofs  of  purchase  consumers  will 
receive  a  Unichem  changing  bag, 
which  normally  retails  at  £15. 
Unichem  pic.  Tel:  081-391  2323. 


Dulco-lax  in 
GSL  pack 

Windsor  Pharmaceuticals  are 
launching  a  GSL  pack  of  Dulco-lax 
to  encourage  consumer  trial 
purchase. 

The  eight-tablet  packs  (£0.79) 
are  presented  in  an  8x12  pre- 
pack, which  includes  a  self-select 
unit  for  counter  display. 

Windsor  believe  that  the 
original  name  (Dulcolax)  was  not 
easily  pronounced  and  many  have 
deterred  consumers  from  asking 
for  it.  To  overcome  this  they  have 
added  a  hyphen,  giving  the  new 
name  —  Dulco-lax. 

The  product  will  be  supported 
by  a  £300,000  advertising 
campaign  running  from  April,  says 
the  company.  Advertisements  are 
to  appear  in  national  newspapers 
including  the  Guardian,  Daily 
Mail,  Times,  Observer  and  Sunday 
Telegraph. 


Windsor  are  planning  trade 
support  with  point-of-sale 
material,  bonus  deals  and  special 
offers  coupled  with  activity  in  the 
medical  and  paramedical  Press. 

In  addition,  a  free  consumer 
booklet  written  by  television's 
' '  Green  Goddess ' ' ,  Diana  Moran , 
will  be  available.  Called  "Fit  for 
life"  the  book  deals  with  the 
subject  of  good  diet  and  health. 
Windsor  Pharmaceuticals  Ltd. 
Tel:  0344  484448. 

Wellcome  Consumer  Healthcare  are 

supporting  Marzine  RF  this 
Summer  with  newly  designed 
point-of-sale  material  and  a  stock 
bonus.  Details  of  both  are 
available  from  representatives. 
Wellcome  Consumer  Healthcare 
Division.  Tel:  0270583151. 
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Oris  hits  pharmacies 


Oris  Beauty  Products  have 
extended  the  distribution  of  their 
Natural  Sea  Beauty  range  to 
pharmacies. 

Formerly  available  exclusively 
through  Selfridges,  Dana 
Perfumes  are  now  handling  the 
distribution. 

The  news  coincides  with  the 
addition  of  two  more  products  — 
a  mud  mask  and  a  cleansing  bar. 

Both  products  are  prepared 
using  minerals  from  the  Dead  Sea, 
said  to  include  magnesium  and 
bromide. 

The  Natural  Sea  mud  mask 


(125ml,  £4.95)  comes  in  a  tube 
and  is  claimed  to  clean  the  skin  by 
absorbing  dirt,  make-up  residue 
and  excess  sebum  and  is  claimed 
to  be  suitable  for  all  skin  types,  say 
Oris  Beauty. 

The  cleansing  bar  (lOOg, 
£1.95)  is  biodegradable  and  made 
from  natural  ingredients  including 
coconut  oil,  palm  oil,  olive  oil  and 
Dead  Sea  minerals. 

Support  for  the  range  will 
include  three  shelf  reservers, 
leaflets,  posters  and  sachet 
samples.  Oris  Beauty  Products 
Ltd.  Tel:  081-8852999. 


Free  with  Cachet... 


Roll  on  the 
Special  Touch 

Immac  have  added  another 
product  to  their  sub-brand  Special 
Touch  range  of  depilatories. 

The  new  roll-on  lotion  (£4.20) 
is  said  to  be  ideal  for  legs  or 
underarms.  An  on-off  switch 
controls  the  release  of  the  lotion. 
The  roller  can  then  be  rinsed  in 
water,  ready  for  the  next  use. 

The  lotion  is  said  to  have  a 
pleasant  fragrance  and 
moisturising  ingredients. 

There  will  be  £1  million 
promotional  support  for  Immac 
and  Special  Touch  over  the  year, 
including  a  television  campaign  in 
May  and  June  and  Press 
advertising  from  Mav  to  August. 
Reckitt  &  Colman.  Tel:  0482 
26151. 


Woman  Kind 

Windsor  are  supporting  their 
Woman  Kind  range  with  a 
consumer  sampling  campaign 
which  will  run  throughout  1991  in 
the  national  women's  Press. 

In  addition,  money-off  coupons 
will  be  available  for  the  two 
products  that  comprise  the  range 
-  calcium  (100,  £2.69)  and  B6 
(100,  £2.99).  Windsor  Pharma- 
ceuticals Ltd.  Tel:  0344  484448. 


Sixth  Sense 
gets  Dreamy 

Smithkline  Beecham  are  adding 
another  fragrance  to  their  Sixth 
Sense  perfumed  body  spray 
range,  aimed  at  the  teenage 
market. 

Dreamy  Feelings  has  a  fruity, 
citrus  scent  and  comes  in  a  matt 
black  can  with  eye  catching 
graphics.  The  name  for  the  new- 
fragrance  was  inspired  by  a 
survey  of  Just  Seventeen  readers , 
says  the  company. 

There  are  now  five  fragrances 
in  the  Sixth  Sense  range  (100ml, 
£1.59)  ■  •  Dreamy  Feelings, 
Loving  Feelings,  Tantalizing 
Feelings,  Mysterious  Feelings 
and  Party  Feelings.  Smithkline 
Beecham  Personal  Care.  Tel: 
081-560  5151. 


Rimmel  International  are 
promoting  their  Cachet  fragrance 
with  a  free  gift  from  March  3. 

The  promotion,  which 
coincides  with  Mother's  Day  and 
Easter,  offers  a  free  cut  glass 
fragrance  atomiser  with  a  pink 
spray  bulb  with  any  purchase  of 


Simple  on  TV 

Smith  and  Nephew  are  advertising 
their  Simple  range  on  national 
television. 

The  new  advert  features  a 
swan,  the  ultimate  symbol  of 
purity,  say  Smith  and  Nephew, 
and  is  designed  to  appeal  to  16-34 
year  olds.  Smith  and  Nephew 
Consumer  Products.  Tel:  021-237 
4750. 


Thompson  Medical  are  launching  a 
new  variant  of  Slim  Fast  —  banana 
deluxe  -  in  cans  (438g  £5.99). 
Thompson  Medical  Co  Ltd.  Tel: 
0753693600. 


Cachet  50ml  eau  de  toilette 
(£10.50). 

A  trade  parcel  containing  six 
50ml  fragrances  and  six  atomisers 
in  a  display  unit  with  header  card  is 
available  for  £35.58.  Rimmel 
International  Ltd.  Tel:  071-637 
1621. 

Ulc-aid  gets  a 
new  look 

Cupal  are  introducing  new 
"brighter"  packaging  for  their 
Ulc-aid  mouth  ulcer  lozenges, 
which  are  now  sugar  and  colour 
free. 

The  product  is  no  longer 
indicated  for  children  under  12 
years,  although  the  active 
ingredients  are  unchanged.  The 
gel  will  be  similarly  repacked 
during  the  next  two  to  three 
months.  Cupal  Ltd.  Tel:  0254 
580321. 


Brylcreem's 
slick  new 


Smithkline  Beecham  have 
repackaged  their  Brylcreem  Black 
range  of  men's  toiletries.  In 
addition  the  products  have  been 
reformulated  and  have  a  new 
fragrance. 

The  relaunch  will  be  suppc  >rted 
by  tl  .8  million  worth  of  television 
advertising  as  well  as  promotional 
campaigns  said  to  be  worth  £lm. 
Promotional  activity  is  targeted  at 
16-25  year  old  men,  the  core 
users  of  the  products. 

On  the  new  packs  strong 
graphics  feature  on  a  grey  and 
black  background  with  the 
Brylcreem  lion. 

To  coincide  with  Brylcreem's 
new  image  a  photographic 
exhibition  has  been 
commissioned.  Top  international 
photographers  have  been  asked  to 
portray  their  interpretation  of  the 
Brylcreem  image  for  the 
exhibition,  which  will  also  include 
memorabilia  and  advertising.  The 
exhibition  takes  place  from  March 
18-23.  Smithkline  Beecham 
Personal  Care.  Tel:  081-560 
5151. 


New  size  Pure 
and  Simple 

Smithline  Beecham  are 
relaunching  their  Pure  and  Simple 
moisturising  body  lotion  in  new 
larger  packs. 

The  new  200ml  pack  (£2.69) 
has  been  brought  out  in  answer  to 
the  trend  for  larger  packs,  say 
Smithkline  Beecham. 


•  ■ 


oPure 

(VSsimple 


moisturising  body 
lotion 

The  company  is  rerunning  the 
television  campaign  featuring 
model  Yasmin  Le  Bon  during  April 
and  May  at  a  cost  of  £2  million. 
Smithkline  Beecham  Personal 
Care.  Tel:  081-560  5151. 
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Gold  Spot 
backs  movie 

Nicholas  Laboratories  are 
supporting  their  Gold  Spot  range 
of  mouth  fresheners  with  a  cinema 
advertising  campaign  that 
coincides  with  the  Godfather  III 
movie. 

The  campaign  starts  on  March 
8  and  will  run  for  at  least  eight 
weeks. 

The  advert  shows  a  light- 
hearted  '  'Godfather' '  scenario  in 
a  restaurant  setting  and  is  aimed  at 
16-34  year  olds.  Nicholas 
Laboratories  Ltd  (Toiletries 
Division).  Tel:  0753  23971. 

Kwai  on  LBC 

Kwai  garlic  gets  a  plug  on  the 
airways  throughout  March,  as 
Lichtwer  Pharma  sponsor  LBC 
(97.3  FM)  radio's  "Bodytalk" 
programme. 

Presented  by  alternative 
practitioner  Michael  van  Straten 
on  Sundays  from  l-5pm,  it  covers 
aspects  of  alternative  medicines, 
and  includes  phone-ins,  topical 
issues,  features  and  celebrities. 

The  programme  will  be 
announced  as  "Bodytalk  in 
association  with  Kwai  garlic  - 
Europe's  leading  healthcare 
product ' ' ,  and  Kwai  garlic  tablets 
will  be  featured  regularly 
throughout  the  month. 

This  is  part  of  Lichtwer 
Pharma's  £T.5m  marketing 
programme  for  Kwai  in  1991. 
Lichtwer  Pharma  UK.  Tel:  0628 
605275. 


OUNTERPOINTS 


Laughton  &  Sons  have  brought  out 
a  new  range  of  girls '  hair 
accessories.  Called  Petite,  it 
includes  hair  bands,  combs,  clips, 
hows,  scrunchies  and  slides.  Two 
counter  displays  are  available.  One 
is  a  spinner  which  can  be  converted 
to  a  floor  standing  unit,  and  the 
other  a  tnagular  counter  top. 
Laughton  &  Sons.  Tel:  021  436 
6633. 


Elida  Gibbs  add 
bodywash  to  Timotei 


Elida  Gibbs  have  relaunched  their 
Timotei  skincare  range  and  added 
a  new  bodywash. 

The  packaging  is  bolder  and 
the  moisturiser,  now  in  a  larger 
100ml  size,  has  been  repackaged 
in  a  plastic  container  and  taken  out 
of  the  box. 

The  body  wash  (200ml  £2.19) 
is  a  creamy,  liquid  wash  for  use  in 
bath  or  shower  as  an  alternative  to 
soap.  It  is  packaged  in  a  tube  with 
flip  top  cap. 

The  relaunched  skincare 
range  will  be  supported  by 
£600,000  worth  of  Press 
advertising  in  women's 
magazines,  starting  in  April  and 
continuing  to  the  end  of  the  year. 
It  will  be  targeted  at  Timotei's 
core  sector,  the  16-24  year  olds. 
The  adverts  deliberately  feature  a 
model  with  dark  hair,  to  avoid 
confusion  with  the  familiar 
shampoo  adverts. 

Additional  promotional  activity 
will  include  a  £lm  PR  and  sachet 
sampling  campaign.  Fully  branded 
display  trays  will  also  be  available. 


i  Timotei 


Timotei  T"™iei 


Timotei 
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In  response  to  consumer 
feedback  Elida  Gibbs  have 
improved  the  formulations  of 
several  products  in  the  Timotei 
range. 

The  fragrance  content  in  all 
lines  has  been  reduced,  the 
moisturiser  has  been  thickened, 
the  cleanser  made  less  oily,  the 
freshener  less  astringent  and 
there  is  a  lower  level  of  detergent 
in  the  facial  wash.  Elida  Gibbs  Ltd. 
Tel:  071-486 1200. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
BSB  British  Sky 
Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4                   TV-am  Breakfast  Television 

U  Ulster                         STV  Scotland  (central) 

G  Granada                      Y  Yorkshire 

A  Anglia                         HTV  Wales  &  West 

TSW  South  West              TVS  South 

TTV  Thames  Television      TT  Tyne  Tees 

Benylin: 

GTV,STV,B,G,Y,HTV,TSW  &  TT 

Benylin  Day  &  Night: 

A,HTV,TSW,TVS,LWT  &  TTV 

Endekay: 

TV-am 

Finesse: 

C,G,STV,HTV,TVS 

Hotels  Garlic  Perles: 

Y,A 

Inoven: 

All  areas  except  U 

Just  for  Men: 

All  areas  except  A  &  TV-am 

Lanacane  cream: 

STV,  HTV,  C4 

Libra  Bodyform: 

AU  areas  except  CTV,LWT,TTV  &  C4 

Peaudouce: 

TTV, TV-am 

Pearl  Drops: 

LWT&U 

Pure  and  Simple  Skincare: 

TV-am 

Radian  B  mineral  bath: 

Y 

Ricola  lozenges  &  Pearls: 

TV-am 

Seven  Seas  Berries: 

All  areas 

Silvikrin  haircare: 

All  areas 

Vaseline  Intensive  Care  lotion:           All  areas  except  U,  TVS  &  TV-am 

Fenjal's  on-pack  offer  of  a  quilted 
satin  evening  bag  commences  this 
week.  The  bag  contains  a  perfume 
atomiser,  a  lipstick  holder,  mirror 
and  cosmetic  brush.  The  offer  is 
available  to  purchasers  of  Fenjal 
100ml  creme  bath  Classic  and 


Avantgarde  packs  and  250ml 
Fenjal  creme  bath  Classic. 
Consumers  can  obtain  the  bag  for 
either  two  receipts  and  £4.99  or 
one  receipt  and  £6.99.  Smithkline 
Beecham  Personal  Care.  Tel: 
081-5605151. 


Montagne  in 

TV  Times 

Montagne  Jeunesse  will  be 
featured  in  an  April  issue  of  the  TV 
Times  magazine. 

The  company  is  offering  free 
samples  with  the  magazine  and 
will  send  an  information  pack  to 
readers  on  request.  The  first 
3,000  names  received  will  also 
receive  a  free  50ml  cucumber 
moisturising  cream  worth  £2.49. 

Information  about  the  com- 
pany and  its  anti-animal  testing 
policies  is  included  in  the  packs. 

The  company's  products  will 
also  be  featured  on  breakfast 
cereal  packs  during  April  to 
promote  its  cruelty-free 
"natural"  profile.  Addis  Ltd.  Tel: 
0992584221. 


Lucozade 
expands 

Lucozade  Sport  is  now  available  as 
a  still  orange  drink  with  novel 
packaging  —  the  Sportpack  —  and 
a  lemon  and  lime  fizzy  variant 
packaged  in  the  traditional  can. 
Both  drinks  are  isotonic  and 
contain  real  fruit. 

Lucozade  Sport  Still  (250ml, 
£0.42)  is  packaged  in  a  light, 
flexible,  resealable  container  with 
an  in-built  straw,  which  is  ideal  for 
sports  use,  say  Smithkline 
Beecham. 

The  new  lemon  and  lime 
sparkling  variant  (330ml,  £0.42)  is 
said  to  '  'cut  through  the  driest  and 
deepest  of  thirsts". 

Television  commercials 
featuring  John  Barnes  will  run  for 
both  new  products  in  rotation  for 
four  weeks  in  June,  at  a  cost  of  £2 
million. 

National  Press  advertising 
featuring  coupons  for  a  free  drink 
will  also  be  used  to  encourage 
consumer  trial  along  with  poster 
campaigns  and  Lucozade 's  official 
sponsorship  of  British  Athletics. 
Introductory  price  promotions  and 
POS  material  will  be  available  for 
retailers. 

Lucozade  Sport,  launched  last 
year,  already  has  a  75  per  cent 
share  of  the  sports  drinks  market, 
say  Smithkline  Beecham.  Tel: 
081-5605151. 

BCB  International  are  introducing  a 
range  of  travelling  accessories  for 
pharmacies  under  the  heading 
Traveller  Pioneer.  The  range 
includes  insect  repellant  stick 
(£0.99),  bottle  (£1.29)  and  aerosol 
(£1.29),  Anti  Midge  candle 
(£1.99),  water  purifying  tablets 
(100,  £2.69)  and  a  range  of  first  aid 
kits  (£4.29-£12.99).  BCB 
International.  Tel:  0222  464464. 
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Be  prepared  for 

a  lift  in 
Senokot  sales 

A  new  £300,000  consumer  press 
campaign  in  support  of  Senokot  has  just  been 
launched,  and  will  run  throughout  1991. 
Stressing  Senokot's  natural  heritage  and  its 
tried  and  trusted  image,  the  advertisements  are 
sure  to  increase  consumer  demand;  so  be  sure 
to  stock  up  and  display  it. 

Senokot  not  only  offers  your  customers 
gentle,  effective  relief  of  constipation,  but 
also  offers  you  the  healthy  profits  of  a 
natural  bestseller. 


Senokot 


NATURAL 

S  l£  NNA 


Senokot 


CO 


Senokot 

A  Natural  Bestseller 


PRESCRIBING  INFORMATION: 

SENOKOT:  Active  ingredients:  Each  tablet  contains  standardised  senna  equivalent  to  7.5mg  total  sennosides.  Each  5ml  spoonful  of  syrup  contains  standardised  senna  extract  equivalent 
to  7.5mg  total  sennosides.  Each  5ml  (2.73g)  spoonful  of  chocolate  granules  contains  standardised  senna  equivalent  to  1 5mg  total  sennosides.  Indications:  Relief  of  constipation 
Contra- Indications:  In  common  with  other  laxatives  Senokot  should  not  be  given  when  undiagnosed  acute  or  persistent  abdominal  pain  is  present  Further  Information:  Senokot  is 
colon  specific.  Dosage  and  Administration:  Adults  and  children  over  12  —  2  tablets  in  24  hours,  or  2  x  5ml  spoonfuls  of  syrup,  or  1  level  5ml  spoonful  of  granules,  token  at  night 
Children  6-12—  1  tablet  in  24  hours,  or  1  x  5ml  spoonful  of  syrup  or  Vi  5ml  spoonful  of  granules  taken  in  the  morning;  Children  6  and  under  —  consult  your  doctor. 
Senokot  tablets,  PL  0063/5000,  syrup,  PL  0063/5003,  granules  PL  0063/5002. 


Senokot  and  the  sword  and  circle  are  trademarks.  Further  information  may  be  obtained  from  Reckitt  &  Colman  Products,  Hull,  HU87DS,  UK 


We  re  expecting 
to  be  snowed 
under  again 
this  month. 

No  matter  how  unpredictable  the  Great 
British  weather,  the  outlook  continues  to  be  sunny 
for  UniChem  pharmacists,  as  a  quick  glance  at  the 
chart  will  show  you. 

The  competition,  however,  can  expect  to 
become  more  unsettled  as  the  weeks  go  by. 


Product 

P.O.R. 

Slim  Fast 

Strawberry  (cans) 

34% 

Chocolate  (cans) 

34% 

Vanilla  (cans) 

34% 

Strawberry  (sachets) 

34% 

Chocolate  (sachets) 

34% 

Vanilla  (sachets) 

34"'., 

Wilkinson  Sword 

Fixed  Profile  Razor 

26% 

Swivel  Profile  Razor 

26% 

Fixed  Profile  Blades 

30% 

Swivel  Profile  Blades 

30% 

Fixed  Profile  Aquaglide  Blades 

27% 

Swivel  Profile  Aquaglide  Blades 

27% 

Product 

P.O.R. 

i  

Salon  Selectives 

Shampoo  Gentle 

26% 

Shampoo  Revitalize 

26% 

Shampoo  Extra  Moisturise 

26% 

Shampoo  Special  Cleansing 

26% 

Conditioner  Gloss 

26% 

Conditioner  Protective 

26% 

Conditioner  Moisturise 

26% 

Conditioner  Body  Building 

26% 

Merchandiser  (contains  3  of  each) 

44% 

Replens 

Replens  12  Pack 

43% 

Replens  3  pack 

45% 

See  your  UniChem  representative  or  tele- 
phone UniChem  House  now.  v» 
It's  too  hot  an  opportunity 
to  put  on  ice. 


UniChem 


HELPING  YOU  BUILD  YOUR  BUSINESS 
THROUGHOUT  THE  YEAR. 


Offers  available  from  4-3-91  till  22-3-91 

ALL  OFFERS  SUBJECT  TO  AVAILABILITY  &  VAT  WHERE  APPLICABLE 
NOT  AVAILABLE  AT  OUR  STAINES  BRANCH  -  WHOLESALERS  NOT  SUPPLIED 

FOR  FURTHER  DETAILS  CONTACT  FREEFONE  0800  181349 


SPRING  CLEANING!! 


JOHNSONS  PLEDGE 


+  20%  EXTRA 


12  x  300ml 

P.G.  99p  P.O.R.  20% 


8.26 


JOHNSONS 
TOILET  DUCK 


12  FOR  THE  PRICE  OF  1J 


2  x  500ml 
P.G.49p  P.O.R.  20% 


4.09 


AJAX  LIQUID 

10x  500  ml 

P.G.  65p  P.O.R.  20.5% 


4.49 


1001  CLEANER 


6  FOR  THE  PRICE  OF  5 


6  x  550ml 

P.G.  89p  P.O.R.  24.8% 


3.49 


MR  MUSCLE 
OVEN  CLEANER 


6  FOR  THE  PRICE  OF  5 


6  x  250ml 

P.G.  1.09  P.O.R.  21% 


4.49 


MR  MUSCLE 
WINDOW  CLEANER 


6  FOR  THE  PRICE  OF  5 


6  x  500ml 

P.G.  1.03  P.O.R.  20.9% 


4.25 


nurdiN  ^Peacock 

T^tcUZ  Services 


COUNTERPOINTS 


Rheumasol 
support 

English  Grains  Healthcare  are 
supporting  their  recently  launched 
Rheumasol  with  a  £200,000 
consumer  advertising  campaign  in 
women's  magazines  and  the 
retirement  Press. 

Rheumasol  is  a  natural  product 
intended  for  the  relief  of  rheumatic 
pain.  Each  tablet  contains  90mg 
guaiacum  resin  and  1 1 5mg  prickly 
ash  bark.  The  recommended 
dosage  is  three  tablets  daily. 

The  GSL-licensed  product 
comes  in  blister-packs  of  30 
(£2.35),  in  display  outers  of  six 
packs.  POS  leaflets  and  a  shelf 
strip  are  also  available.  English 
Grains  Healthcare.  Tel:  0283 
221616. 

Quest  for  a 
herbal  range 

Quest  are  launching  a  range  often 
herbal  formulas. 

The  company  has  drawn  on 
the  expertise  of  herbalist  Dr  John 
Heinerman  in  producing  the  range 
of  standardised  formulas  which 
combine  different  herbs  for 
maximum  effect,  say  Quest. 

The  Quest  herbal  range  is 
recognised  by  its  Q  numbering 
system;  variants  are  numbered  1 
to  9,  except  for  the  tenth  variant 
which  is  Quest  feverfew.  It  has 
been  repackaged  in  the  new  range 
design. 

Ql  to  Q9  come  in  bottles  of  90 
capsules  (£4.99),  and  feverfew, 
also  in  90s,  retails  at  £3.49.  Quest 
\  'itamins  Ltd.  Tel:  021-359  0056. 


Buttercup  for 
sore  throats 

LRC  Products  have  extended 
their  Buttercup  range  by  intro- 
ducing Buttercup  throat  lozenges. 

The  product  contains  bee 
propolis  which  the  company  says 
is  a  natural  antiseptic.  The 
lozenges  are  sugar  free  and  are 
available  in  two  flavours  - 
traditional  and  honey  lemon.  They 
are  blister-packed  in  18s,  retailing 
at  £1.49. 

To  help  pharmacists  capitalise 
on  the  success  of  the  Buttercup 
range,  LRC  have  produced  more 
point-of-sale  material  and  window 
and  counter  showcards. 
Buttercup  medicated  sweets  now 
have  the  added  bonus  of  an 
extended  shelf  life  of  two  years, 
say  LRC  Products  Ltd.  Tel: 
081-527  2377. 


Look  again  at  Limmits 


The  Limmits  range  has  been  re- 
launched this  month,  with  both 
new  recipes  and  new  packaging. 
All  products  remain  nutritionally 
balanced  meal  replacements,  and 
prices  are  unaltered. 

The  range  now  includes  a 
savoury  cream  cheese  biscuit,  as 
well  as  orange,  strawberry, 
chocolate  and  vanilla  creams. 
There  are  also  chewy  bars  in 
apple,  coconut,  fruit  and  nut,  and 
raspberry  and  apricot  variants, 
plus  chocolate  coated  bars  in 
mixed  fruit  and  peanut  flavours. 


Some  £400,000  will  be  spent 
on  Press  advertising,  which  will 
break  in  women's  Press  in  April. 
The  campaign  exploits  the  new 
packaging,  created  to  appeal  to 
dieters.  It  will  be  supported  by 
various  consumer  promotions 
over  the  year. 

The  Natrena  range  has  also 
been  completely  repackaged, 
backed  by  £450,000  Press 
advertising  from  April,  and  a 
promotional  sampling  campaign, 
say  Scholl  Consumer  Products. 
Tel:  0682  482929. 


Pump  action  Eucryl 


Eucryl  smokers  toothpaste  is  now 
available  in  a  pump-action  pack, 
the  only  one  available  in  the  stain 
removing  dentifrice  market,  claim 
LRC  Products. 

Pump  action  users  are  21-35 
year  olds  with  an  up-market 
profile,  says  the  company.  The 
new  packs  have  a  modern  image 


and  provide  retailers  with  better 
profit  in  terms  of  shelf  space. 

The  launch  of  the  pump  pack 
(100ml,  £1.99)  will  be  supported 
in  March  with  a  20p  off  next 
purchase  offer,  to  be  followed  by 
national  Press  advertising  during 
May  and  June.  LRC  Products  Ltd. 
Tel:  081-5272377. 


Manicare's  stand  number  at 
Scotchem  is  E2,  not  as  stated  last 
week.  The  full  Laughton  range, 
including  Lady  Jay  ne,  Twinco  and 
Petite,  will  be  on  show  with  stand 
manager  Martin  Cartwright. 
Laughton.  Tel:  021-474  5201. 


Inphormed  would  like  to  point  out 
that  pharmacists  will  receive  a  33 
per  cent  profit  on  cost  on 
purchases  of  their  Nozovent  anti- 
snoring  device,  not  the  33  per 
cent  discount  indicated. 
Inphormed.  Tel:  0962  881421. 


Vanish  for 
your  holiday 

Benckiser  have  brought  out  a 
Vanish  travel  stick.  It  comes  in  a 
finger  propelled  applicator  (£0.99 
20g)  and  can  be  used  with  sea 
water,  say  Benkiser. 

The  travel  stick  is  being 
promoted  through  tour  operators 
Thomson-Portland.  Adverts  will 
be  featured  inside  300,000  travel 
wallets  from  April  1  to  September 
and  will  include  a  15p  money-off 
coupon. 

It  comes  blister  packed  in 
outers  of  12. 

In  addition  the  company  is 
spending  £3.7  million  on  a 
promotional  campaign  for  the 
whole  range  over  the  year. 

The  support  will  include  three 
national  promotions,  sampling  to 
660,000  new  mothers  and  PR. 

The  television  campaign, 
which  began  in  January,  will 
continue  throughout  the  year. 
Benckiser  Ltd.  Tel:  0793612422. 


Pampers  get 
compact 

Procter  &  Gamble  are  going 
national  with  Pampers  compact, 
up  untii  now  only  on  sale  in 
Northern  Ireland. 

In  the  new  process,  the 
nappies  are  gently  compacted 
allowing  them  to  be  packed  in  a 
polythene  bag  roughly  half  the  size 
of  current  Pampers  packs.  Also, 
for  the  first  time,  Pampers  mini 
size  is  now  packaged  in  polythene 
bags. 

The  compact  packaging  has  a 
new  side-opening  device  which 
releases  the  pressure  on  the 
nappies  in  the  pack,  allowing  them 
to  expand  gently  and  making  them 
easy  to  remove  from  the  pack,  say 
P&G. 

Compact  packaging  is  being 
introduced  progressively:  The 
mini  and  midi  sizes  are  now  in  the 
shops,  and  will  be  followed  by 
maxi  and  maxi  plus  during  April. 
Trade  prices  for  Pampers 
compact  are  unchanged. 

Pampers  compact  provides 
benefits  for  trade  customers, 
reducing  handling  costs  and 
making  more  effective  use  of  shelf 
space,  say  Procter  &  Gamble  Ltd. 
Tel:  091-279  2000. 

Rinstead  pastilles:  a  new  drop-feed 
counter  dispenser  unit  supplied 
with  24  packs  of  Rinstead  pastilles 
is  now  available  from  Schering- 
Plough.  The  unit  is  compact  with  a 
small  "footprint"  to  save  counter 
space.  Schering-Plough 
Consumer  Health.  Tel:  06238 
716321. 
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ADVERTISEMENT  FEATURE 


revolution  in 

compression  hosiery 

What  do  your  customers  think  of  compression  hosiery?  If  the  image  conjured  up 
bears  some  resemblance  to  the  photograph  (below  left),  then  they  need  to  have  a 
closer  look  at  the  products  that  are  now  on  offer  (below  right).  The  fact  is,  in  the 
last  two  years,  there  has  been  a  revolution  in  compression  hosiery,  led  by  Scholl 


Compression  hosiery  has  taken  a  quantum 
leap  from  the  days  when  it  used  to  be  made 
of  cotton  and  rubber.  But  it  is  important 
that  women  realise  just  how  attractive 
compression  hosiery  now  can  be  —  and 
doctors  and  pharmacists  can  play  an 
important  role  in  communicating  this  fact. 

The  questions  your  customers  may  ask 
are:  What  is  compression  hosiery?  Who 
should  wear  it  and  why?  With  over  fifty 
years  experience  in  leg  and  foot  care,  and 
an  89  per  cent  share  of  the  compression 
hosiery  market,  Scholl  is  the  acknowledged 
leader  in  the  specialist  area  of  compression 
hosiery  and  therefore  is  eminently  qualified 
to  answer  these  questions. 

Who  needs  it? 

Six  million  men  and  women  in  the  UK  suffer 
from  varicose  veins,  a  painful  and 
unattractive  condition  that,  if  left  untreated, 
can  lead  to  other  complications  such  as 


venous  ulceration. 

Each  year  half  a  million  people  consult 
their  doctor  with  the  problem  and  the  large 
majority  will  be  prescribed  support  hosiery. 

Scholl's  compression  hosiery  appeals  to 
all  age  groups  because  varicose  veins  are 
not  a  symptom  of  old  age  —  they  affect  a 
broad  cross  section  of  the  population. 
People  who  have  a  family  history  of 
varicose  veins  or  who  do  a  lot  of  standing, 
such  as  nurses  and  pharmacists,  are  more 
prone  to  varicose  veins.  And  pregnant 
women  are  particularly  susceptible, 
because  hormonal  changes  weaken  vein 
walls,  as  are  women  who  are  that  bit 
overweight  and  so  suffer  from  bad 
circulation. 

Your  customers  may  not  realise  that 
compression  hosiery  not  only  helps  relieve 
symptoms  of  varicose  veins,  but  also  helps 
prevent  deterioration  of  the  condition.  This 
is  achieved  by  the  graduated  compression 
profile  of  the  hosiery.  This  profile  exerts 


maximum  pressure  at  the  ankle  which 
decreases  up  the  leg. 

Not  only  can  varicose  veins  and  venous 
ulcers  be  painful,  but  they  can  also  be  a 
huge  drain  on  NHS  resources  —  an 
estimated  £100  million  a  year  is  spent  on 
treating  venous  ulceration  alone.  This  could 
be  greatly  reduced  if  more  women  wore 
compression  hosiery  in  the  early  stages  of 
varicose  veins. 

Scholl  understands  that  every  woman, 
whatever  her  age,  wants  to  look  attractive. 
So  the  company  has  produced  a  rangeof 
hosiery  for  varicose  vein  sufferers  that 
looks  just  like  ordinary  hosiery  but  that  also 
offers  the  required  support  laid  down  in  the 
Drug  Tariff. 

Legs  appeal 

The  change  to  the  Drug  Tariff  for  hosiery  in 
April  1988  enabled  manufacturers  to  use 
Lycra  and  nylon  for  the  first  time,  instead  of 


the  old  fashioned  cotton  and  rubber 
responsible  for  the  previous  "frumpy" 
image  of  compression  hosiery.  Scholl  was 
the  first  company  to  introduce  a  completely 
new  range  of  hosiery. 

By  using  the  latest  materials  and 
machine  technology,  highly  effective 
products  that  look  no  different  from 
everyday  hosiery  are  created  —  products 
that  are  easy  to  put  on,  comfortable  to  wear 
and  easy  to  care  for. 

The  Scholl  range  complies  with  the 
strict  requirements  of  the  Drug  Tariff,  but 
at  the  same  time  incorporates  the  sheerest 
yarns  to  ensure  a  fashionable  appearance. 
The  garments  are  subject  to  Scholl's  careful 
quality  control  checks  and,  as  is  required  for 
all  prescribable  hosiery,  are  independently 
tested. 

Afoot  of  the  trends 

Scholl's  considerable  experience  in 
compression  hosiery,  coupled  with  an 
excellent  product  range,  has  put  the 
company  at  the  forefront  of  the  market  —  a 
position  that  the  company  plans  to  maintain. 

Scholl  carries  out  regular  research 
among  consumers  to  monitor  changes  in 
consumer  preference.  And,  just  as  the 


consumer  is  changing  constantly,  so  Scholl 
continually  develops  new  products  and 
improves  existing  ranges  to  meet  the 
consumer's  fashion  and  comfort  needs. 

A  pharmacist's  view 

Scholl  believes  that  its  range  of  prescribable 
compression  hosiery  is  the  best,  and  to  put 
Scholl  products  to  the  test  we  asked  Jane 
Tennant,  a  pharmacist  at  Sylvia  Williams 
Chemist,  Cowbridge,  South  Glamorgan,  for 
her  views  on  the  Scholl  range. 

"I  began  wearing  Scholl  New  Nylastik 
stockings  about  two  years  ago  at  the  start 
of  my  pregnancy  because  I  was  worried 
about  developing  varicose  veins.  I  was  so 
impressed  by  the  appearance  of  the 
stockings,  and  by  how  comfortable  they 
were,  that  I  continued  to  wear  them  even 
after  my  baby  was  born.  Of  course,  as  a 
pharmacist  on  my  feet  all  day  I  feel  that  it  is 
especially  important  to  wear  them. 

"Like  most  people  my  age,  I  prefer 
darker  colours  so  I  opted  for  the  grey 
Nylastik.  My  legs  have  felt  a  lot  better  since 
I  started  wearing  them  —  their  quality  is 
second  to  none;  they  are  sheer  enough  to 
suit  my  fashion  needs;  they  fit  very  well  and 
don't  wrinkle  or  sag  like  other  hosiery;  and 


they  are  long-lasting  and  don't  ladder 
easily. 

"I  have  no  hesitation  in  recommending 
Scholl  compression  hosiery  to  my 
customers,  and  when  they  see  me  wearing 
the  products  they  feel  much  happier  about 
wearing  them  themselves.  They  are  always 
surprised  at  the  appearance  of  the  product, 
because  they  still  think  compression 
hosiery  is  thick,  brown  and  ugly. 

"I  think  compression  hosiery  plays  an 
important  part  in  both  helping  to  prevent 
varicose  veins,  and  promoting  a  feeling  of 
well  being.  As  more  women  realise  that 
they  no  longer  have  to  sacrifice  looks  for 
comfort,  I  expect  we  will  see  more  and 
more  women  wearing  compression 
hosiery." 

The  Scholl  range 

Hosiery  available  on  the  Drug  Tariff,  is 
divided  into  three  classes  according  to  its 
compression  profile  —  Class  I  (light 
support),  Class  II  (medium  support),  and 
Class  III  (strong  support). 

Class  I  offers  light  compression  and  is 
used  most  widely  in  the  treatment  of  early 
or  superficial  varicose  veins  and  for 
pregnant  women.  Scholl  New  Nylastik  is  in 
this  category,  and  is  recommended  for 
those  suffering  from  the  early  stages  of 
varicose  veins. 

Class  II  offers  medium  compression, 
and  Scholl's  New  Softgrip  is  the  answer  to 
the  problem  of  more  advanced  varicose 
veins.  Easy  to  put  on  even  for  patients  with 
arthritic  hands,  New  Sheer  Softgrip  is 
particularly  preferred  for  its  look  and  feel. 
Scholl's  Class  II  Men's  Support  Hose  look 
like  normal  socks  but  offer  relief  for  men 
suffering  from  varicose  veins. 

Class  III  offers  strong  support  and  is 
used  in  the  treatment  of  chronic  leg  ulcers 
and  gross  varices.  Scholl's  New  Duofine  is 
sheer  enough  to  look  like  ordinary  hosiery, 
while  retaining  the  level  of  therapeutic 
compression  and  concealment  required  for 
severe  venous  conditions  to  give  patients 
the  relief  and  confidence  they  need. 


S    T  FECIALS 


Lilly  launch 
pen  insulin 

Lilly  are  launching  their  Humulin 
human  insulin  in  a  range  of  pen 
cartridges,  for  use  with  a  pen 
developed  by  Becton  Dickinson. 

The  range  consists  of  six 
Humulin  products  —  S,  I  Ml,  M2, 
M3  and  M4  -  all  l,000iu/ml  in 
1.5ml  cartridges  (5  £8.01  trade). 

Lilly's  Diabetes  Care  Division 
is  supporting  the  launch  with  a 
programme  of  patient  education. 
The  B-D  pen  will  be  supplied  free 
via  hospital  diabetes  clinics.  Lilly 
Industries  Ltd.  Tel:  0256473241. 


Lacri-lube 

Allergan  are  launching  Lacri-lube 
preservative-free  eye  ointment. 

It  contains  white  petroleum, 
mineral  oil  and  non-ionic  lanolin 
derivatives.  It  has  been 
specifically  formulated  to  lubricate 
and  protect  a  dry  eye  during 
sleep.  It  can  also  be  used  in 
surgery  (see  Data  Sheet). 

Lacri-lube  preservative-free  is 
a  Pharmacy  only  medicine, 
available  in  3.5g  (£1.97)  and  5g 
(£2.49,  both  prices  trade). 
Allergan  Pharmaceuticals.  Tel: 
0494  444722. 


Galen's  Xuret  is  low  dose 
metolazone  for  BP 


Galen  are  launching  Xuret, 
containing  metolazone  0.5mg,  on 
March  1 .  Xuret  is  recommended 
for  the  treatment  of  mild  to 
moderate  hypertension. 

The  initial  dosage  is  one  tablet 
daily.  This  dose  was 
demonstrated  as  the  maximally 
effective  dose  of  metolazone,  with 
only  minimal  metabolic  effects 
often  seen  with  thiazide  diuretics, 
say  Galen.  Doses  greater  than 
two  tablets  daily  do  not  appear  to 
increase  Xuret 's  effect,  but  other 
agents  such  as  atenolol  and 
lisinopril  may  be  added  if  blood 
pressure  is  not  controlled. 

Xuret  is  contra-indicated  in 
patients  with  renal  or  hepatic 
failure,  known  allergy  to 
metolazone  or  thiazide  diuretics, 
and  in  electrolyte  deficiency. 

It  should  not  be  prescribed 
with  loop  diuretics,  thiazides  or 
indapamide,  should  be  used  with 
caution  in  the  elderly  and 
breastfeeding  mothers,  and 
should  be  prescribed  in  pregnancy 
only  when  a  safer  alternative 
cannot  be  used. 


The  antihypertensive  effect  of 
other  drugs  may  be  potentiated  by 
Xuret  resulting  in  hypotension. 
The  dose  of  other  hypotensive 
agents,  cardiac  glycosides  and 
anti-arrhythmic  drugs  may  need 
to  be  adjusted. 

Drug  interactions  may 
increase  the  risk  of  lithium 
toxicity,  while  NSAIDs  may 
antagonise  the  hypotensive 
effects  of  Xuret.  The  potassium 
wasting  effects  of  corticosteroids 
may  be  enhanced. 

Adverse  effects  are 
infrequent,  and  include  headache, 
dizziness  and  fatigue,  nausea, 
vomiting,  diarrhoea,  constipation 
and  dry  mouth,  chest  pain, 
palpitations  and  postural 
hypotension,  hyperuricaemia  and 
azotaemia  which  may  lead  to  gout, 
and  rash  and  urticaria. 

The  white  tablets  are 
embossed  with  "Galen"  on  one 
side  and  "X"  on  the  other.  The 
POM,  licence  number  0440/0055, 
comes  in  packs  of  56  tablets 
(£6.08  trade).  Galen  Ltd.  Tel: 
0762334974. 


Portable  Wright  peak  flow 
meter  on  Drug  Tariff 


A  new  portable  peak  flow  meter  is 
available  on  the  Drug  Tariff  from 
March  1 . 


The  Wright  pocket  peak  flow 
meter  is  made  by  Ferraris 
Development  Engineering,  who 
made  the  original  Wright  peak 
flow  meter  the  "gold 
standard"  for  the  measurement  of 
peak  expiratory  flow. 

The  pocket  meter  has  only  one 
moving  part  —  a  cursor  which  acts 
against  a  flexible  stainless  steel 
vane.  Its  range  is  75-800  1/min, 
calibrated  in  10  1/min  intervals, 
with  acceptable  calibration 
accuracy  and  repeatability  of 
measurement. 

The  meter  costs  £5.85 
(trade);  the  Department  of  Health 
has  confirmed  that  this  will  be  the 
maximum  basic  price  for 
prescriptions  that  do  not  specify  a 
brand,  say  Ferraris  Medical  Ltd. 
Tel:  0494  678113. 


Tilade  for 
teenagers 

Fisons  are  to  detail  Tilade  to  GPs, 
emphasising  its  benefits  in 
treating  teenage  asthmatics. 

The  company  feels  Tilade 
needs  repositioning  because:  new 
research  has  lead  to  a  call  for  the 
earlier  use  of  anti-inflammatory 
therapy  and  the  use  of 
bronchodilators  as  relief  therapy 
only;  patients  are  concerned  about 
the  use  of  inhaled  steroids,  which 
may  affect  their  compliance;  and 
there  is  growing  recognition  that 
one  of  the  least  compliant  groups 
is  adolescents.  Fisons  Pic 
Pharmaceutical  Division.  Tel: 
0509  611001. 


BRIEFS 


Rhone-Poulenc  Rorer  say  the  product 
licence  for  Acthar  gel  has  expired 
and  the  product  is  no  longer 
available  through  the  normal 
channels.  Pharmacists  receiving 
prescriptions  from  doctors  unable 
to  prescribe  an  alternative  should 
contact  the  customer  services 
department.  Rhone-Poulenc 
Rorer  Ltd.  Tel:  081-592  3060. 
CP  have  launched  the  following 
injectable  products:  Prosulf,  a 
protamine  sulphate  injection  1  per 
cent  10ml  (10  £17.50);  naloxone 
injection  0.4mg/ml  (3  £14.85,  10 
£44.25);  and  dihydrocodeine 
injection  50mg/ml  (£2.50,  all 
prices  trade).  Special  prices  for 
large  quantities  and  contracts  are 
available.  CP  Pharmaceuticals 
Ltd.  Tel:  0978  661261. 
Schering  Health  Care's  contrast 
medium  Magnevist  is  now 
available  in  a  15ml  vial  (£64.69 
trade).  This  is  the  recommended 
standard  adult  dose  —  the  20ml 
presentation  should  be  used  for 
larger  patients.  Schering  Health 
Care  Ltd.  Tel:  0444232323. 
Isogel  will  cease  to  be  marketed 
and  distributed  by  Allen  & 
Hanbury  from  March  18.  The 
product  will  be  handled  by 
Charwell  Pharmaceuticals  Ltd. 
Tel:  0420  84801. 
Bezalip  Mono  is  now  available  in  a 
28-day  calendar  pack.  This  new 
pack  replaces  the  existing  28 
tablet  bulk  pack.  Boehringer 
Mannheim  UK  (Pharmaceuticals) 
Ltd.  Tel:  0506  412512. 
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CLOCKWORK  ORANGE 
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When  customers  come  to  you  for 
advice  on  relieving  the  discomfort  of 
their  constipation,  they  may  well 
expect  you  to  recommend  a  laxative. 
But  most  simple  constipation  is  caused 
by  a  lack  of  fibre  in  the  diet.  Doesn't  it  make  sense  then,  to 
recommend  that  they  relieve  their  constipation  by  increasing  the 
amount  of  fibre  they  eat? 

Unfortunately,  many  people  may  be  unwilling  or  unable  to  change 


their  diets  to  include  more  high  fibre  foods.  This 
is  where  you  can  help,  by  recommending  fibre  in  a 
glass  —  Fybogel  Orange. 

Because  it  contains  Ispaghula  husk,  Fybogel  Orange 
can  help  to  replace  the  fibre  missing  from  so  many  modern 
diets,  easing  the  discomfort  of  constipation  and  restoring 
regularity.  Fybogel  Orange  is  a  convenient,  palatable  drink, 
flavoured  with  natural  orange.  A  natural  choice  for  the 
management  of  constipation. 


PRODUCT  INFORMATION  FOR  PHARMACY  RECOMMENDATION:  FYBOGEL:  Active  ingredients:  each  sachet  contains  35g  Ispaghula  husk  BP  Indications:  constipation,  conditions  requiring  a  high  fibre 
regimen.  Contra  indications:  Fybogel  is  contraindicated  in  cases  of  intestinal  obstruction  and  colonic  atony.  Dosage  and  administration:  (to  be  taken  in  water)  Adults  and  children  over  12:  one  sachet  morning 
and  evening.  Children  6-12:  half  to  one  5ml  spoonful,  depending  on  size  and  age,  morning  and  evening.  Children  under  6:  consult  your  doctor.  Retail  price:  at  December  '90  7  sachets  99p,  10  sachets  E1 .22. 
Product  Licence  nos.  Fybogel  Orange 44/0068,  Fybogel  44/0041.  Fybogel  is  atrade  mark.  Further  information  and  display  material  is  available  on  request  from  Reckitt  &  Colrnan  Products,  Hull,  HU8  7DS.  U.K. 
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Wilkinson  Sword  lead  the  rest  of  the 
field  yet  again. 

Wilkinson  Sword  The  name  on  the 
world's  finest  blades'  have  now  intro- 
duced the  world's  most  modern  shaving 
strip  -  the  blue  Aquaglide  Strip. 

The  blue  Aquaglide  Strip  has  been 
specially  designed  to  give  a  smoother, 
more  comfortable  shave. 

It  can  be  found  on  both  the  Wilkinson 
Sword  Profile  (either  fixed  or  swivel  heads) 
and  our  new  Kompakt  Design  razor. 

And  this  year  we  shall  be  supporting 
our  new  blue  Aquaglide  Strip  with  over 
£3,000,000  worth  of  advertising  and 
promotions. 

In  fact  we  are  the  only  company 
currently  supporting  the  neglected  but 
still  growing  fixed  system  sector. 

Which  is  why  we  think  a  lot  of  people 
will  be  slipping  out  and  picking  up  one 
of  our  razors. 


WILKINSON 


The  name  on  the  world's  finest  blades. 
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Distributors  and  Toiletries  Medicines  Cosmetics 

Manufacturers  Agents    Perfumes  and  Household  Products 


Storage  and  Distribution  Centre 

1 00  Bankhead  Crossway  North 
Sighthill 
Edinburgh  EH  114ST 

Telephone.  03 1  -453  5000  ( 1 0 lines) 
Fax  No.  031-442  3659 

WE  DISTRIBUTE  PROBABLY  THE  BIGGEST  SELECTION  OF  PROMOTIONAL  OFFERS  AVAILABLE  FROM  ANY  DISTRIBUTOR  I 

A  FEW  EXAMPLES 
PERFUMES  &  AFTERSHAVES 

AFTERSHAVES 


iU.K. 


PERFUMES 


COST 

M.R.P. 

SUGG 

COST 

M.R.P. 

SUGG 

Arden  BlueGrass  Flowermist  14ml 

.64 

.99 

Aramis60ml  A/S 

P  Rn 

1  R  Rn 

1  A  PR 

Cabochard  60ml  EDT  Spray 

5.35 

20.00 

9.95 

Aramis  120ml  A/S 

1  9  IK 

1  z .  z  o 

9^  nn 

1  Q  QR 

Charlie  14ml  EDT  Spray 

1.50 

4.95 

2.95 

Eau  Sauvage  50ml  A/S 

7  PR 

1  s  nn 

i  o .  yj\j 

1  "3  7R 

Epris  1  5ml  SpDispFI  £2.50 

.55 

2.50 

.99 

Giorgio  60ml  A/S 

8  95 

1  fi  nn 

1  4  PR 

Giorgio  90ml  EDT  Spray 

22.50 

45.00 

35.00 

Givenchy  Gentleman  60ml  A/S 

1  9  7R 

I  Z.  f  J 

1  n  7R 

IU.  /  J 

Le  Jardin  60ml  EDT  Spray 

3.25 

13.50 

5.95 

Old  Spice  75ml  A/S 

1  .UO 

3  49 

9  fiR 

"  D'Amour  60ml  EDT  Spray 

3.95 

14.95 

6.95 

Old  Spice  150ml  A/S 

4  PR 

3  RR 

Vanderbilt  50ml  EDT  Spray 

6.50 

16.75 

1 1.75 

Paco  Rabanne  75ml  A/S 

7  50 

1  5. 50 

1  ?  Rn 

Yardley  1  5ml  Spray  unboxed  5  types 

.55 

.99 

Paco  Rabanne  1  25ml  A/S 

\j  .  i  \j 

93  7R 

1  fi  7R 

1  u.  /  J 

Yardley  Black  Velvet  50m  Spray 

2.40 

8.25 

3.95 

Pierre  Cardin  60ml  A/S 

3  95 

1 9  5n 

1  Z. .  JU 

7  RO 

Yardley  Pure  Silk  50ml  Spray 

3.00 

8.25 

4.95 

Quorum  30ml  A/S  Sp 

3  50 

R  PR 

Ysatis  50ml  EDT  Spray 

1 1.25 

24.00 

19.95 

Quorum  50ml  A/S 

5.50 

1 325 

p  Rn 

FULL  RANGE  LIST  AVAILABLE  ON  REQUEST 

TOILETRIES  ETC. 

COST 

SUGG 

COST 

SUGG 

Colgate  50ml  Twins  (Dutch) 

.71 

.99 

Henna  Wax  200gr 

.60 

.99 

Colgate  50ml  Gel  (Dutch) 

.36 

.59 

News  Conditioner 

.60 

.99 

Aquafresh  1 00ml  Kids  (Canadian) 

.39 

.59 

Silkience  Conditioner  400ml  Asst. 

.60 

.99 

Macleans  75ml  Strongmint  (Dutch) 

.39 

.59 

Silkience  Gel  1 25ml  +  25ml  Extra 

.65 

.99 

Gibbs  Junior  Toothbrushes 

.28 

.49 

Silkience  Mouse  150ml  +  FreeCond 

.65 

.99 

Dorothy  Gray  Shower  Gel  MRP  £2.25 

.66 

.99 

Silkience  Styling  Sp  200ml 

.65 

.99 

Fenjal  Classic  Creme  Bath  1  50ml  MRP  £5.60 

1.00 

1.99 

Wella  Shock  Waves  Glaze  Gel  1 40ml 

.60 

.99 

Coty  Fatale  Bath  Gel  1  50ml  MRP  £3.95 

.65 

.99 

Wella  Bio  Dry  100ml 

.33 

.59 

Aapri  Beauty  Lotion  1 00ml 

.33 

.59 

News  Shampoo  200ml 

.60 

.99 

Empathy  Night  Cream  50ml  MRP  £3.49 

.65 

.99 

Polycare  Shampoo  250ml 

.55 

.99 

Juvena  Hydro  Active  Cleanser  1  50ml 

.60 

.99 

Nivea  Bath  Soap  Twins 

.28 

.45 

Ponds  C/Butter  Ltn  (Canadian)  380ml 

1.30 

1.99 

Nivea  Soap  3  Pack 

.28 

.45 

Simple  Cleansing  Lotion  1  50ml 

.97 

1.49 

Vaseline  No.  1  50gr 

.35 

.59 

Simple  Moisturising  Lotion  1  50ml 

.97 

1.49 

Vaseline  No.  2  100gr 

.63 

.99 

C'Est  Nouveau  Hairspray  400ml  Asst. 

.65 

.99 

Limara  Body  Sprays  +  33%  Extra 

.65 

.99 

Elnett  Hairspray  450ml  +  75ml 

1.97 

2.99 

Royal  Secret  Talc  MRP  £6.50 

.64 

.99 

Empathy  Hairspray  200ml  Asst. 

.65 

.99 

Yardley  English  Col  Talc  MRP  £2.49 

.55 

.99 

Henna  Hairspray  200ml  Pump  Asst. 

.48 

.75 

Yardley  Honeysuckle  Talc  MRP  £2.49 

.55 

99 

Wella  Contrasts  Kits  all  types  MRP  £3.99 

.63 

.99 

Nivea  Sun  Oil  1 18ml  (USA) 

.60 

.99 

Brylcreem  Mousse  1  50ml 

.60 

.99 

Brylcreem  Styling  Gel  1  25ml 

.60 

.99 

C'Est  Nouveau  Shaving  Foam  400ml 

.53 

.99 

SUNGLASSES  (FULL  RANGE)  e.g. 

Wilkinson  Retractor  5's 

.21 

.32 

Reactolite  Rapido  Fl  £1  3.99 

3.30 

6.50 

Wilkinson  Blades  5's  Carded  (USA) 

.33 

.49 

Graduated  Incl.  Rimless  Fl.  £6.99 

.75 

1.99 

Graf  ic  Hi-Lift  Gel  Sp  1  50ml  +  30ml 

.96 

1.49 

Gents  Sports  S/Glasses  Fl  £7.99 

1.10 

2.99 

As  the  above  is  only  a  small  selection  from  our  ranges,  should  you  require  further  details  or  a 
visit  from  one  of  our  Representatives,  please  telephone  03 1  -453  5000  ( 1 0  lines) 


mutiny 


Scotchem  exhibitors 
'raring  to  go' 


As  the  major  northern  show  for 
pharmacists,  exhibitors  at 
Scotchem  '91  have  high  hopes  for 
a  good  show,  whether  they  are 
first-timers  or  regular  exhibitors. 
This  year  a  total  of  59  companies 
are  showing  in  Edinburgh  —  the 
last  Scotchem  was  held  in 
Glasgow  three  years  ago  when 
there  were  38  exhibitors. 

The  show  is  sponsored  by 
Chemist  &  Druggist  and  organised 
by  MGB  Exhibitions.  It  aims  to 
serve  community  pharmacists  in 
Scotland  and  the  Border  areas  as 
well  as  from  further  afield. 

It  runs  from  March  10-11  at 
the  MacRobert  Pavilion, 
Edinburgh,  and  opening  hours  are 
10am  to  5pm  on  Sunday  and  10am 
to  4pm  on  Monday. 

How  to  get  there 

The  MacRobert  Pavilion  is  in  the 
Edinburgh  Exhibition  and  Trade 
Centre  Complex,  close  to  the  city 
centre  and  easily  reached  by  road, 
rail  and  air.  There  is  parking  for 
20,000  cars  nearby. 

Facilities  include  900sq  m  in 
the  main  hall,  three  reception 
rooms,  a  cocktail  bar,  public  bar 
and  kitchens. 

MGB  Exhibitions  are  offering 
all  visitors  free  transport  to  the 
exhibition  on  Sunday  from  pick-up 
points  in  Edinburgh,  Glasgow  and 
Newcastle.  Visitors  can  pre-book 
seats  on  081-302  7215. 

The  times  of  the  buses  are: 
Edinburgh 

0915  hrs  Royal  Terrace  Hotel, 
Royal  Terrace,  Edinburgh 
0930  hrs  Waverley  Station 
Then  hourly  from  Waverley 
Station  to  Ingliston  at  1030, 1130, 
1230,  1330, 1430  and  1530. 
Return  from  Ingliston  at  1715  hrs 
to  Waverley  Station  and  on  to 
Royal  Terrace  Hotel,  Edinburgh. 
Glasgow 

1000  hrs  Central  British  Rail 

Station,  Glasgow 

Return  from  Ingliston  to  Glasgow 

Central  Station  1500  hrs. 

Newcastle 

0930  hrs  Central  British  Rail 
Station,  Newcastle 
Return    from    Ingliston  to 
Newcastle  Central  Station  1530 

hrs. 

Public  bus  services  every  15 
minutes  from  Edinburgh  to  central 
Scotland  also  pass  within  five 
minutes  walk  of  the  Centre. 

For  those  travelling  by  car,  the 
Centre  is  signposted  on  the  A8 
dual  carriageway  which  runs 
between     Edinburgh  and 


Crookes  Healthcare  are  exhibiting  their  full  range,  including  Farley 's, 
Optrex,  E45,  Complan  and  Nurofcn.  Also  on  display  will  be  the  recently 
acquired  Dequacaine,  Nylax  and  Sea-Legs .  Look  out  for  their  prize  draw 
at  the  show 


Newbridge  interchange,  linking 
with  the  M90  to  the  North,  the 
M9  to  the  North-west,  the  M8  to 
the  West  and  the  M8-M74-A74  to 
the  South. 

Win  a  computer 

The  organisers  will  be  giving  away 
an  IBM  compatible  computer  and 
printer  worth  £2,000  in  a  prize 
draw.  All  visitors  are 
automatically  entered  on 
registration. 

The  NPA  is  pleased  to  have 
been  allocated  an  extra  stand  this 
year,  says  Ray  Todd,  head  of 
pharmacy  planning.  "We're  going 
again  because  we  have  a  fair 
amount  to  do  with  Scotland  and  it 
will  be  a  good  chance  to  meet 
people." 

Crookes  Healthcare  were 
among  the  exhibitors  at  the  last 
Scotchem  in  Glasgow  but  were  a 
little  disappointed  with  the 
turnout.  Northern  field  manager 
Les  Tod  says: '  'We're  hoping  that 
more  visitors  will  come  to  the 
show  now  that  it's  in  Edinburgh.  It 
is  an  important  show  for  us, 
though  it's  cine  fly  a  PR  exercise . ' ' 

Doncaster  Pharmaceuticals 
are  hoping  to  make  an  impact  on 
the  Scottish  market.  Dorothy 


Bradley  says:  "As  a  northern- 
based  company  it  really  is  the  only 
show  that  caters  for  the  region. 
There  just  aren't  enough  shows 
here." 

Max  Factor  are  showing  for 
the  first  time  at  Scotchem.  Public 
relations  manager  Andrea 
Whittey  explains:  "It  seemed  like 
a  good  opportunity  to  reach  more 
northern  customers.  We'll  be 
using  the  show  both  to  look  for 
new  outlets  and  as  a  PR  operation. 
We're  looking  forward  to  it  very 
much." 

Weleda  are  also  making  their 
Scotchem  debut.  General 
manager  Penny  Viner  says  the 
decision  was  taken  to  show  after 
"last  year's  impressive 
Chemex". 

"We  have  lots  of  Scottish 
customers  arid  are  hoping  for 
orders  as  well  as  it  being  a  good 
PR  opportunity,"  she  says.  The 
company  is  running  a 
homoeopathy  training  course  for 
pharmacists  after  the  show  which 
they  will  be  promoting  at 
Scotchem. 

David  Cairns  of  animal 
medicines  supplier  Vetchem  sees 
Scotchem  as  a  chance  to  persuade 
pharmacists  to  stock  more  pet 
goods. 


Smooth  and  slim  from  Keyline 


Keyline  Brands,  launched  in 
September,  are  showing  two  new 
products. 

Erasmic  ultra  smooth  shaving 
gel  is  non-foaming  and  detergent- 
free.  It  is  said  to  reduce  the  risk  of 
cuts  as  it  allows  men  to  see  where 
they  are  shaving. 


New  to  the  Aydslim  range  is 
ultra  Aydslim,  vitamin  and  mineral 
enriched  chewy  cubes  with  fewer 
calories  and  with  vitamin  C.  It 
comes  in  an  eight  cube  pack  and 
display  outers  are  available  in  24 
packs  of  various  flavours.  Tel: 
081-579  8991. 
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Weleda 
natural  offers 

Weleda's  introductory  offers 
include  the  homoeopathic  starter 
kit  at  a  10  per  cent  discount 
(£77.22  instead  of  £88.80).  It 
comprises  three  each  of  the  20  top 
selling  homoeopathic  medicines 
with  a  two-tier  merchandiser  and 
ten  copies  of  "Homoeopathy  for 
the  family." 

Also  included  is  a  training 
manual  for  the  pharmacist  and 
consumer  literature. 

Weleda  are  also  offering  an 
introductory  parcel  of  their  dental 
care  range.  It  includes  six  each  of 
the  five  natural  toothpastes  and 
gargle  &  mouthwash  with  a 
merchandiser.  Tel:  0602303151. 


Petite  launch 

Laughton  and  Sons  will  reveal 
their  new  Petite  range  of  hair 
accessories  for  young  consumers 
at  the  show. 

In  addition  their  Lady  Jayne, 
Twinco  and  Manicare  brands  will 
be  on  display.  Tel:  021-233  0708. 


Fish  oil 

Reckitt  and  Colman  are  launching 
a  type  of  fish  oil  in  a  crunchy  fruit 
flavoured  tablet. 

Called  Haliborange  fish  oil 
tablets  they  contain  added  vitamin 
A,  C,  D  and  E.  They  have  been 
designed  to  meet  growing  demand 
for  fish  oil  supplements,  says  the 
company.  Tel:  048226151. 


Charwell 

Charwell  Pharmaceuticals  will  be 
running  a  special  display 
promotion  on  Stoppers  to  help 
pharmacists  maximise  sales  on 
National  No  Smoking  Day  (March 
13).  Free  display  material  is 
available  at  the  stand  and 
pharmacists  who  send  a  photo  of 
their  display  will  receive  a  prize 
plus  a  £100  voucher  for  the 
winning  entry.  Tel:  042084801. 


CHEMIST  &  DRUGGIST  2  MARCH  1991 


339 


Elida's  secret 

Elida  Gibbs  are  unveiling  two  new 
products  at  Scotchem,  kept 
closely  under  wraps  until  then. 

Wholesale  development 
manager  Fred  Wilding  said:  "I  can 
only  say  that  one  development  is 
in  skin  care  and  the  other  in  the 
deodorant  market." 

A  visit  to  stand  B8  will  reveal 
all.  Tel:  071-4861200. 

unny  offers 

Creightons  Naturally,  showing  for 
the  first  time  at  Scotchem,  will  be 
making  two  introductions  at  the 
show. 

Travel  wallets  will  be  added  to 
their  Sun  Veil  and  Ocean  Harvest 
ranges.  Special  offer  duo  packs 
are  available  on  Sun  Veil,  evening 
primrose  oil  and  apricot  skin  care 
ranges.  Tel:  0903  745611. 

Relaunch 

Nelson  have  repackaged  their 
homoeopathic  hayfever  and  travel 
sickness  tablets.  Both  will  now 
appear  in  blister  packs.  This 
follows  the  successful  repackage 
of  their  Noctura  product  say 
Nelson.  Tel:  081-946  8527. 


EPOC 's  lOOOrng  one-a-day  capsule  has  been  the  biggest  seller  in  th 


e  range 


Two  from  GAP 


GAP  are  introducing  two  new 
products  to  their  oral  hygiene 
range  at  the  exhibition. 

Rinse  'n  Smile  is  an 
effervescent  oral  rinse  tablet 
which  comes  blister  packed.  At 
the  show  a  special  introductory 
case  will  be  available  containing 
four  packs  of  each  of  GAP's  oral 


hygiene  products  at  a  discounted 
rate. 

The  second  launch  is  Sleep 
Guard,  a  disposable  bed  sheet  to 
repel  insects  such  as  lice,  bed 
bugs,  fleas  and  mosquitos  —  ideal 
for  travellers  or  where  occupancy 
of  beds  often  changes.  Tel  0322 
846920. 


BRIEFS 


Do  call  in  on  the  C&B  stand  by 
the  show  entrance  next  to  the 
organiser's  office. 
Provincial  Pharmacy  Locum  Services 

have  recently  opened  a  new  office 
in  Edinburgh.  Staff  are  available  to 
meet  clients  and  tell  them  about 
their  introductory  offer.  Tel: 
021-2330708. 

Ultra  Glow  Cosmetics  will  be  showing 
several  new  products  including 
two  self  tanners.  A  pre-pack 
counter  unit  will  be  offered  to  first 
time  stockists.  Tel:  071-6079983. 
Beauty  International,  owners  of 
Henara,  Fashion  Style  and  Light 
and  Bright  and  distributor  for 
Coty,  will  be  showing  a  range  of 
their  products.  Thev  will  be 
promoting  the  Henara  range  and 
the  Coty  self-tan  products, 
including  the  new  Soleil  d'Or  tan 
developer  (100ml  £4.50).  Tel 
0491  33333. 

Max  Factor  and  Mary  Quant  will  be 
sharing  a  stand  at  the  show .  A  full 
range  of  both  brands  will  be  on 
display  and  a  make-up  expert  will 
be  offering  make-overs  and 
advice.  Tel:  081-5684333. 
Torbet  Laboratories  will  be  showing  a 
selection  of  their  range  including 
Snoozer,  their  antisnoring  device, 
and  Buzpel  insect  repellant  wipes. 
Special  discounts  are  available  on 
many  products.  Tel:  0860 319350. 


**** 


See  Mary  Quant  and 
Max  Factor  Fragrances  to* 


10%  off  opening  orders  on  cosmetics 

Fragrances  incentives  too 

Ladies:  Have  a  complimentary  makeover 
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The  evidence  linking  high  blood  lipid  levels  with  increased  risk  of  coronary  heart  disease  is  substantial.  C&B  looks  at 

the  lipid-lowering  agents  available 

Stripping  out  the  fat: 
reviewing  drug  treatment 


Trials  have  shown  that  lowering 
serum  cholesterol  levels  by  diet  or 
drugs  can  decrease  the  incidence 
of  coronary  heart  disease  (CHD). 
There  is  also  some  evidence  that 
reducing  cholesterol  can  cause 
regression  of  atheroma. 

Treatment  should  form  part  of 
a  general  approach  towards 
reducing  the  risks  of  CHD  as  a 
whole.  Other  risk  factors  such  as 
smoking,  alcohol  consumption, 
obesity  and  hypertension  should 
also  be  controlled  and  drug 
treatment  of  hyperlipidaemia 
introduced  only  if  dietary  advice 
has  failed  after  at  least  three 
months'  trial.  Strict  dietary 
measures  should  also  be 
continued  during  drug  therapy. 

Lipoprotein  particles 

Lipids  travel  in  the  blood  in 
lipoprotein  particles  which  are 
formed  when  apoproteins  unite 
with  cholesterol  and  triglycerides 
from  the  diet.  These  particles  are 
subdivided  into  chylomicrons, 
very  low  density  lipoproteins 
(VLDL),  intermediate  density 
lipoproteins  (IDL),  low  density 
lipoproteins  (LDL)  and  high 
density  lipoproteins  (HDL),  which 
correspond  to  different  stages  in 
their  metabolism. 

LDL  carry  mostly  cholesterol, 
while  VLDL  are  the  major  carriers 
of  triglycerides.  LDL  are  the  main 


This  artist's  rendition  depicts  the  build-up  of  plaque  in  a  coronary 
vessel.  Atherosclerosis  results  from  a  gradual  process  in  which  plaque 
accumulates  inside  coronary  vessels.  This  accumulation  may  partially 
or  totally  block  the  flow  of  blood  in  coronary  vessels,  which  may  result 
in  myocardial  infarction.  Picture  courtesy  of  Bristol-Myers  Squibb 


suppliers  of  cholesterol  to  the 
peripheral  tissues  and  can  result  in 
excess  cholesterol  being 
deposited  on  the  artery  walls, 
causing  them  to  narrow. 

About  one-fifth  of  the  plasma 
total  cholesterol  is  carried  in  the 
HDL  fraction  which  is  considered 
beneficial  as  it  removes  excess 
cholesterol  from  the  blood  and 
transfers  it  back  to  the  liver  for 
excretion  as  cholesterol  or  bile 
salts.  In  this  way,  HDL  may 
prevent  cholesterol  accumulating 
in  the  arteries.  Low  HDL  levels 
are  associated  with  increased 
atherosclerosis  risk. 

Acceptable  levels 

The  European  Atherosclerosis 
Society  and  British  Hyper- 
lipidaemia Association  have  issued 
guidelines  on  acceptable  levels  of 
certain  blood  lipids.  They  suggest 
maintaining  total  cholesterol  levels 
at  or  below  5.2  mmol/1  (200mg/dl) 
with  a  target  LDL  cholesterol 
level  of  4mmol/l  if  there  are  no 
other  risk  factors  such  as 
smoking,  hypertension  or  family 
history  of  heart  disease. 

Dietary  modification  is 
recommended  if  the  total 
cholesterol  is  between  5.2mmol/l 
and  6.5mmol/l.  Drug  treatment  is 
recommended  if  levels  remain 
above  the  higher  figure  despite 
Continued  overleaf 


WHO  category 

Ila 
lib 
III 

IV 

V 


Lipoproteins  raised 

LDL 
LDL,  VLDL 
Chylomicron  remnants 

VLDL 
Chylomicrons,  VLDL 


Lipid  raised 

Cholesterol 

Cholesterol  and 

triglycerides 
Cholesterol  and 
triglycerides 
Triglycerides  and/or 

cholesterol 
Triglycerides  and/or 
cholesterol 


Drugs  used  in  treatment 

Bezalip,  Bradilan,  Colestid,  Lipantil,  Lipostat,  Lopid,  Lurselle, 
Olbetam,  Questran  A,  Zocor 

Atromid  S,  Bezalip,  Colestid,  Lipantil,  Lipostat,  Lopid, 
Lurselle,  Maxepa,  Olbetam,  Questran  A,  Zocor 
Atromid  S,  Bezalip,  Lipantil,  Lopid 

Atromid  S,  Bezalip,  Bradilan,  Lipantil,  Lopid,  Olbetam 

Atromid  S,  Bezalip,  Bradilan,  Lipantil,  Lopid,  Maxepa 


CHEMIST  &  DRUGGIST  2  MARCH  1991 


341 


dietary  measures. 

Primary  hyperlipidaemias 
include  the  inherited  metabolic 
disorders  such  as  familial 
hypercholesterolemia  and 
familial  hypertriglyceridaemia, 
where  dietary  measures  alone  are 
usually  insufficient.  Raised  lipid 
levels  are  often  secondary  to 
other  disorders  such  as  renal 
disease,  diabetes  mellitus  and 
hypothyroidism.  Hypertriglycer- 
idaemia carries  a  risk  of 
pancreatitis. 

Lipid  lowering  drugs  belong  to 
five  main  groups  and  adjust  the 
major  lipid  and  lipoprotein 
variables  in  different  ways.  The 
World  Health  Organisation 
classifies  hyperlipidaemias 
according  to  which  fraction  is 
raised  (see  table). 

As  cholesterol  and  other 
products  of  cholesterol 
biosynthesis  are  essential 
components  for  foetal 
development,  most  lipid-lowering 
agents  are  contra-indicated  in 
pregnancy. 

Focus  on: 

Bile  acid  binding  resins 

Cholestyramine  (Questran  A)  and 
colestipol  (Colestid)  bind  to  bile 
acids  in  the  gut,  preventing  their 
resorption  and  increasing  their 
excretion  in  the  faeces.  This 
stimulates  the  liver  to  synthesise 
more  bile  acids  from  cholesterol, 
thereby  decreasing  the 
cholesterol  in  the  blood.  The 
resins  are  not  absorbed  from  the 
gastro-intestinal  tract. 
Net  effect  Decrease  in  plasma 
LDL.  Increase  in  plasma 
triglyceride,  VLDL,  IDL,  and 
(slightly)  HDL  cholesterol. 
Effective  in  hypercholesterol- 
aemia  but  can  aggravate 
hypertriglyceridaemia. 
Side-effects  Frequent  gastro- 
intestinal upsets  such  as 
constipation,  a  bloating  sensation 
and  nausea.  Starting  with  a  low 
dose  and  increasing  slowly  may 
help  to  limit  the  occurence  of 
these  side-effects. 
Warnings  Anion  exchange  resins 
can  interfere  with  the  absorption 
of  other  drugs,  particularly 
digoxin,  thiazide  diuretics  and 
certain  antibiotics,  which  should 
therefore  be  taken  at  least  an  hour 
before  or  four  hours  after. 
Absorption  of  fat  soluble  vitamins 
A,  D  and  K  and  folic  acid  is  also 
decreased  so  supplements  may  be 
needed  on  long  term  therapy. 

The  bile  acid  binding  resins 
may  become  less  effective  with 
time,  possibly  due  to  a  rebound 
enhanced  endogenous  cholesterol 
synthesis.  These  products  are 
best  taken  in  the  morning  as  bile 
tends  to  be  stored  in  the  gall 
bladder  overnight. 

These  products  are  contra- 
indicated  in  complete  biliary 
obstruction. 


Probucol  (Lurselle) 

The  mode  of  action  is  not  fully 
understood  but  it  lowers  total 
cholesterol  levels  with  little  or  no 
effect  on  plasma  triglycerides.  It 
appears  to  reduce  LDL  by 
increasing  clearance  and  the 
billiary  excretion  of  cholesterol. 

A  possible  disadvantage  of 
using  Probucol  is  that  it  also 
reduces  HDL,  probably  by 
decreasing  synthesis,  but  several 
reports  suggest  that  probucol  may 
help  mobilise  tissue  deposits  and, 
in  animals,  its  anti-oxidant  effect 
may  have  potential  as  an  anti- 
atherogenic agent. 
Side-effects  Stomach  irritation, 
constipation  and  diarrhoea. 
Warnings  Being  highly  lipophilic  it 
persists  in  adipose  tissue  and 
should  be  discontinued  at  least  six 
months  before  a  planned 
pregnancy.  Probucol  should  be 
taken  with  food  to  increase 
absorption. 

Fibrates 

Fibric  acid  (isobutyric  acid) 
derivatives  such  as  clofibrate 
(Atromid  S),  bezafibrate  (Bezalip 
and  Bezalip-Mono),  gemfibrozil 
(Lopid)  and  fenofibrate  (Lipantil), 
act  on  lipoprotein  metabolism  at 
several  points. 

This  group  of  drugs  acts  to 
reduce  hepatic  synthesis  of  VLDL 
and  stimulate  the  enzyme 
lipoprotein  lipase  which  increases 
the  clearance  of  triglyceride-rich 
particles. 

Net  effect  Reduction  of  total  plasma 
cholesterol  and  triglycerides 
through  reduction  in  VLDL,  IDL 
and  LDL.  Increase  in  HDL 
cholesterol. 

Gemfibrozil  stimulates 
synthesis  of  the  HDL  protein 
fraction  (apoproteins  AI  and  AID 
which  mediates  reverse 
cholesterol  transport.  It  also 
reduces  the  synthesis  of 
apoprotein  B  which  is  the  protein 
part  of  VLDL  and  LDL. 

Fenofibrate  likewise  increases 
apoprotein  AI  and  reduces 
apoprotein  B.  It  inhibits  HMG— 
CoA  reductase  activity  (see  later) 
and  stimulates  the  production  of 
LDL  receptors  which  may 
promote  the  removal  of  LDL 
cholesterol  from  the  blood 
stream.  The  drug  reduces  high 
uric  acid  levels  and  has  an  additive 
effect  with  bile  acid  sequestrants. 
Side-effects  Generally  well 
tolerated.  Untoward  effects 
include  gastro-intestinal  upset,  a 
reversible  myopathy  and,  rarely, 
impotence.  Clofibrate  and 
gemfibrozil  have  been  associated 
with  an  increase  in  gallstones. 
Warnings  Fibric  acid  derivatives  are 
contra-indicated  in  severe  liver 
dysfunction,  primary  biliary 
cirrhosis  and  severe  renal 
disorders.  They  potentiate 
coumarin  anticoagulants  so  the 
anticoagulant  dose  should  be 
reduced. 


Nicotinic  acid  and  its 
derivatives 

These  compounds  lower  both 
triglyceride  and  plasma  levels  by 
inhibiting  lipolysis  in  adipose 
tissue,  decreasing  esterification  of 
triglycerides  in  the  liver  and 
increasing  the  activity  of 
lipoprotein  lipase. 
Net  effect  Decrease  in  VLDL,  IDL 
and  LDL.  Increase  in  HDL 
cholesterol. 

Nicotinic  acid  is  used  in  large 
doses  (3-6g)  at  which  it  causes 
skin  flushing  and  gastro-intestinal 
effects.  Aspirin  may  help  inhibit 
the  flushing  which  seems  to  be 
mediated  by  prostaglandins. 
Abnormalities  of  liver  function 
have  been  seen,  together  with  an 
increase  of  uric  acid  and 
precipitation  of  clinical  gout. 
Nicotinic  acid  may  also  exacerbate 
peptic  ulceration.  In  non-insulin- 
dependent  diabetes  it  has  been 
associated  with  a  worsening  of 
glycaemic  control.  Other  side 
effects  include  headache,  pruritus 
and  postural  hypotension. 

Side-effects  are  less  of  a 
problem  with  the  derivative 
nicofuranose  (Bradilan).  The 
derivative  acipimox  (Olbetam) 
does  not  seem  to  increase  the 
activity  of  lipoprotein  lipase,  nor 
does  it  lead  to  deterioration  of 
glycaemic  control  in  non-insulin- 
dependent  diabetes. 

HMG-CoA  reductase 
inhibitors 

The  hydroxymethylglutaryl  co- 
enzyme A  reductase  inhibitors 
(the  "statins")  are  specific 
competitive  inhibitors  of  a  rate- 
limiting  enzyme  of  endogenous 
cholesterol  synthesis.  A  reduction 
in  hepatic  cell  cholesterol  pools 
results  in  a  compensatory 
increase  in  the  number  of  LDL 
receptors  on  liver  cell  surfaces, 
which  in  turn  promotes  removal  of 
LDL  cholesterol  from  the 
bloodstream. 

Net  effect  Marked  reduction  in 
plasma  LDL  cholesterol. 
Moderate  reduction  in 
triglycerides  and  moderate 
increase  in  HDL. 
Side-effects  Generally  well 
tolerated.  Gastro-intestinal 
upsets,  mild  and  reversible 
changes  in  liver  function  tests, 
sleep  disturbance,  headache  and 
skin  rashes.  The  most  serious 
problem  has  been  myopathy,  seen 
rarely  and  mostly  when  the  drugs 
have  been  used  with  fibric  acid 
derivatives,  nicotinic  acid, 
cyclosporin  or  in  patients  with 
liver  dysfunction. 

Pravastatin  (Lipostat)  is 
hydrophilic  whereas  simvastatin 
(Zocor)  is  lipophilic.  It  has  been 
suggested  that  pravastatin's 
water  solubility  may  limit  its  ability 
to  penetrate  the  lipid  membranes 
of  peripheral  cells  so  it  may 


interfere  less  with  essential 
cholesterol  synthesis  at  sites  such 
as  the  eye  lens  and  adrenal  glands, 
and  —  as  hydrophilic  compounds 
do  not  readily  penetrate  the  blood- 
brain  barrier  —  CNS  side  effects 
such  as  sleep  disturbance  may  be 
less  likely. 

However,  studies  have  shown 
there  is  no  difference  in  the 
incidence  of  insomnia  in  patients 
taking  simvastatin  compared  with 
those  taking  placebo  and  there  has 
been  no  increased  risk  of  lens 
opacity. 

Warnings  Contra-indicated  in  active 
liver  disease  or  unexplained 
persistent  elevations  in  liver 
function  tests.  Care  with  other 
lipid-lowering  drugs  (see  above). 

Fish  oils 

Maxepa  contains  eicosa- 
pentaenoic  and  docosahexaenoic 
omega-3  fatty  acids  which  reduce 
plasma  levels  of  cholesterol  and 
triglycerides  probably  by  inhibiting 
VLDL  synthesis  in  the  liver.  LDL 
is  reduced  and  HDL  increased. 
EPA  also  shifts  the  balance  of 
arachidonic  acid  metabolism  in 
favour  of  prostacyclin,  rather  than 
thromboxane  which  encourages 
platelet  aggregation. 

Maxepa  is  indicated  for  the 
reduction  of  plasma  triglycerides 
in  patients  with  severe 
hypertriglyceridaemia  who  are 
judged  to  be  at  special  risk  of 
ischaemic  heart  disease  and/or 
pancreatitis. 

Side-effects  Occasional  nausea  and 
eructation. 

Warnings  Patients  with  bleeding 
disorders  such  as  haemophilia 
should  be  monitored,  as  should 
those  taking  drugs  affecting  blood 
coagulation. 

Guar  gum 

Guar  gum  is  a  dietary  fibre 
obtained  from  the  seeds  of  the 
Indian  cluster  bean.  It  is  not 
absorbed  and  undergoes  colonic 
fermentation  to  short-chain  fatty 
acids.  It  slows  the  rate  of  glucose 
absorption,  so  reducing  blood 
glucose  levels,  and  is  used  as  an 
adjunct  in  the  treatment  of 
diabetes. 

While  this  is  its  licensed 
indication,  it  has  also  been  shown 
to  bring  about  modest  reductions 
in  serum  total  cholesterol  and 
LDL  with  no  significant  effect  on 
HDL  or  triglyceride  levels.  The 
mode  of  action  is  uncertain;  it  is 
thought  that  it  may  reduce 
cholesterol  absorption  and 
increase  bile  acid  excretion, 
thereby  diverting  cholesterol 
away  from  the  systemic 
circulation  to  the  liver. 

A  review  in  Drugs  39(6) ,  1990, 
suggested  that  further 
investigation  of  guar  gum  was 
warranted  as  an  adjunct  to 
treatment  with  other  cholesterol- 
lowering  agents. 
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The  skill  of  self-disclosure 

In  the  first  of  a  two-part  series  on  interpersonal  communication  in  pharmacy,  Owen  Hargie  BA,  Dip  Ed,  PhD,  ABPsS, 
head  of  the  Department  of  Communication,  University  of  Ulster,  and  Norman  Morrow  BSc,  MSc,  PhD,  MPSNI,  director 
of  continuing  pharmaceutical  education  for  Northern  Ireland,  School  of  Pharmacy,  Queen's  University,  Belfast  examine 
the  area  of  self-disclosure,  which  has  been  comparatively  neglected  within  pharmacy  education  and  training 


In  recent  years  there  has  been  a 
dramatic  growth  of  interest  in 
interpersonal  communication  in 
pharmacy  practice.  The 
importance  of  the  pharmacist- 
patient  relationship  has  been 
recognised,  and  attempts  made  to 
delineate  the  core  dimensions  of 
the  relationship  building  process. 

A  number  of  key  social  skill 
areas  have  been  identified,  and 
have  become  the  focus  of 
attention  in  communication  skills 
training  programmes  for 
pharmacists.  The  main  skills 
include  questioning,  explaining, 
listening,  nonverbal  behaviour, 
reinforcement  and  empathy; 
strategic  techniques  such  as 
interviewing,  counselling  and 
managing  groups  have  also  been 
addressed. 

However,  one  dimension 
which  has  received  comparatively 
little  attention  is  self-disclosure. 
Yet  it  is  an  essential  component  in 
the  development  of  conducive 
relationships  with  others,  both  at 
social  and  professional  levels. 
Pharmacists  and  pharmacist- 
educators  should  be  aware  of  the 
nature  and  potency  of  this  aspect 
of  interpersonal  behaviour  and  the 
techniques  that  facilitate  it. 


During  social  encounters  a 
large  proportion  of  time  is  spent 
making  statements,  or 
disclosures,  about  a  wide  range  of 
issues.  These  can  either  be 
objective  (relate  to  other  people, 
events  or  places)  or  can  involve 
subjective  information  about 
oneself  (self-disclosure). 

Self-disclosure  can  therefore 
be  defined  as  the  act  of  verbally 
and/or  nonverbally  commun- 
icating to  others  some  aspects  of 
personal  information  which  would 
otherwise  not  be  known.  Telling  a 
friend  your  name  would  not  be 
construed  as  self-disclosure  while 
telling  a  stranger  would.  Similarly, 
nonverbal  behaviour  can  serve  as 
a  form  of  self-disclosure;  it  is 
possible  to  express  feelings  such 
as  happiness,  sadness,  and  anger 
nonverbally,  although  the 
individual  can  also  choose  to  mask 
such  feelings. 

However,  we  have  more 
control  over  verbal  than  nonverbal 
self-disclosure  such  that,  for 
example,  deceptive  behaviour  is 
more  easily  identified  through 
nonverbal  signals  such  as  shuffling 
feet,  shorter  eye  glances,  self- 
fidgeting  and  more  body 
movements.  Thus,  when  judging 


Figure  1.  The  extent  of  self-disclosure 

NUMBER  OF  DISCLOSURES 



My  name  is 
Christine  Moyrand 

I'm  having  trouble 
passing  water 

DEPTH  OF  DISCLOSURE 

1  had  an  abortion 

2  years  ago 

1                                 /  1 

r   I've  got  AIDS 

the  honesty  of  patient  self- 
disclosures  pharmacists  will  need 
to  pay  careful  attention  to  the 
nonverbal,  as  well  as  the  verbal, 
information  provided. 

A  knowledge  and  skilled  use  of 
self-disclosure  is  important  in 
pharmacy  for  two  main  reasons. 
Pharmacists  need  to  know  when 
they  should  self-disclose  to 
patients  thereby  presenting  a 
"human"  face.  On  the  other 
hand,  pharmacists  should  be 
aware  of  the  need  to  encourage 
patients  to  express  openly  their 
concerns  in  order  to  respond  in  an 
appropriate  manner. 


Features 


Four  main  features  of  self- 
disclosure  have  been  highlighted. 

1.  The  use  of  self-reference 
pronouns  These  include  the  use 
of  the  words  "I",  "my",  "mine" 
or  "I'm"  and  emphasise  that  the 
statement  being  made  is  a  self- 
disclosure.  Although  such  words 
can  often  be  implied  the  fact  that 
they  are  stated  ensures  that  there 
is  no  ambiguity.  Compare,  for 
example,  the  following  state- 
ments, where  the  use  of  self- 
reference  pronouns  in  B  clearly 
demonstrates  that  it  is  a  self- 
disclosure  while  this  is  not  readily 
apparent  in  A:- 

A.  "Nobody  really  understands 
migraine  headache  unless 
they've  had  one.  " 

B.  "I  suffer  from  migraine 
headaches  myself  and  I  know 
what  you  're  going  through ' '. 

2.  Factual  or  feeling  self- 
disclosures  In  initial  encounters 
with  others  it  is  usual  to  exchange 
factual  information,  while  keeping 
any  feeling  information  at  a 
superficial  level.  As  the 
relationship  develops  both  kinds  of 
information  are  more  likely  to  be 
shared  at  a  deeper  level.  Thus 
pharmacists  will  need  to  build  up 
good  relationships  with  patients  in 
order  to  create  an  environment  in 
which  patients  will  have 
confidence  to  express  fully  more 
intimate  information. 

Patients  could  find  it  off- 
putting  on  occasions  to  be  faced 
with  an  unfamiliar  locum  with 
whom  they  may  find  it 
embarrassing  to  discuss  personal 
problems.  This  is  because 
negative  information  about  oneself 
is  not  usually  disclosed  until  a 
relationship  has  been  established. 

3.  The    object    of  the 


disclosure  Self-disclosure  can  be 
about   one's   own  personal 
experience  or  about  one's 
personal  reaction  to  the  patient's 
experiences.   This   may  be 
illustrated  as  follows :- 
Patient:     "I've  had  shingles 
recently  and  I'm  still  in 
a  lot  of  pain  even  though 
the  rash  is  gone.  It's 
most  aggravating  and 
very  difficult  to  live  with. 
Nobody     seems  to 
understand  just  what 
I 'm  suffering. 
Pharmacist: '  7  know  what  it 's  like. 
(Self-        My  own  mother  had  it 
disclosure  about  a  year  ago. 
type  1) 

(Self-  "1  can  see  that  this  is 
disclosure  causing  you  a  lot 
type  2)  distress." 

Depending  upon  the 
circumstances,  both  types  of  self- 
disclosure  can  be  appropriate  in 
the  pharmacy  context.  The 
second  type  of  disclosure  is  more 
intimate  and  demonstrates  a 
deeper  level  of  concern  for  the 
patient's  well-being  and  also 
indicates  a  willingness  for  greater 
involvement  with  the  patient  and 
his/her  problems.  In  contrast,  the 
first  type  can  be  used  to  reassure 
the  patient  that  he  or  she  is  not 
alone  in  his  or  her  situation. 
4.  Reference  to  past,  present 
or  future  Here  self-disclosures 
may  concern  references  to  past 
events  ("My  own  mother  died  of 
cancer  two  years  ago");  to  the 
present  ("I'm  a  vegetarian 
myself")  or  to  anticipated 
outcomes  ("I  hope  this  ointment 
clears  up  your  rash.  If  not  come 
back  and  see  me ' '). 


Elements 


Several  important  elements  of 
self-disclosure  have  been 
identified  and  these  need  to  be 
considered  when  evaluating  the 
effectiveness  of  self-disclosure  in 
pharmacy. 

Informativeness 

This  concerns  the  extent  of  the 
information  provided  by  the 
speaker  and  relates  to  both  the 
breadth  and  depth  of  the 
disclosures.  These  two  aspects 
are  inter-related  in  that  as  the 
depth  (or  intimacy)  of  disclosures 
increases,  the  breadth  (or  total 
number)  decreases  (Figure  1). 
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Appropriateness 

This  is  a  vital  aspect;  for  self- 
disclosures  to  be  appropriate  they 
must  be  relevant  to  the  situation  in 
which  they  are  being  used.  Self- 
disclosures  are  most  frequently 
used  between  people  of  equal 
status,  followed  by  disclosures 
from  low-status  to  high-status 
individuals.  The  least  frequent 
usage  is  from  high-status  to  low- 
status  such  that  pharmacists  may 
well  be  confided  in  both  by 
patients  and  assistants.  The 
converse  would  rarely  pertain 
possibly  because  of  the  danger  of 
"loss  of  face"  which  could  well 
affect  the  status  relationship. 

Furthermore,  although  a 
certain  amount  of  self-disclosure 
from  pharmacist  to  patient  may  be 
appropriate,  for  the  most  part 
patients  will  not  expect  deep 
disclosures  from  the  pharmacist. 
They  are  more  likely  to  discuss 
more  personal  issues  with  a 
spouse  or  other  professional  or 
equal-status  colleague. 

There  is  also  a  relationship 
between  an  individual's 
psychological  balance  and  the  use 
of  self-disclosure  such  that  people 
who  are  not  well  adjusted  tend  to 
be  either  extremely  high  or  low 
disclosers.  Thus,  very  depressed 
patients  will  be  extremely  reticent 
to  impart  personal  information, 
whereas  highly  neurotic  patients 
will  be  verbose  in  imparting 
specific  details  of  their  personal 
lives,  and  both  extremes  of 
disclosure  cause  communication 
problems  for  the  pharmacist 
handling  them. 


by  the  factors  listed  below,  which 
the  pharmacist  will  have  to  bear  in 
mind  when  giving  and  receiving 
self-disclosures. 


Figure  2.  The  Johari  window 


Accessibility 


Some  people  are  less  inhibited 
than  others  in  presenting  personal 
information  and  this  may  reflect, 
for  example,  differences  in 
personality  (introversion- 
extroversion),  upbringing  and 
culture.  Indeed  with 
embarrassing,  intimate  concerns, 
patients  may  present  a  problem 
which  is  not  infact  the  primary 
problem.  The  case  example 
illustrated  in  appendix  1  highlights 
the  dangers  of  not  fully  exploring 
the  patient's  real  needs. 

Influencing  factors 

Self-disclosure  will  be  influenced 


The  speaker 


Age,  gender,  birth  order,  ethnic 
group  and  personality  have  been 
found  to  affect  self-disclosure. 
The  degree  of  self-disclosure 
tends  to  increase  with  age, 
although  the  most  problematic 
stage  is  mid-adolescence  when 
self-disclosure  is  often  at  a 
minimum.  Females  tend  to 
disclose  more  easily  and  at  a 
greater  depth  than  males, 
although  it  has  been  found  that  the 
pattern  of  disclosure  in 
homosexual  males  is  similar  to 
that  of  females.  Pharmacists  may 
therefore  need  to  give  more 
encouragement  to  males  in  order 
to  facilitate  self-expression. 

Interestingly,  first  born 
children  tend  to  disclose  less  than 
their  siblings  and  it  is  thought  that 
this  may  be  attributed  to  the  fact 
that  their  parents  develop 
experience  of  child  rearing,  as  well 
as  younger  children  being  able  to 
seek  support  from  higher  status 
brothers  and  sisters.  Ethnic  origin 
is  also  relevant  to  self-disclosure 
in  that,  for  example,  US  citizens 
are  found  to  be  more  disclosing 
than  comparable  groups  from 
Europe  and  the  Middle  East. 
Finally,  personality  can  influence 
the  degree  to  which  individuals 
engage  in  self-disclosure. 

The  listener 

Listener  characteristics  including 
gender,  status,  attractiveness, 
acceptance  and  empathy  influence 
the  amount  of  self-disclosure 
received.  Depending  on  the 
context,  people  tend  to  disclose 
more  to  those  of  the  opposite  sex. 
However,  females  with 
embarrassing  personal  problems 
may  be  more  comfortable  in 
consulting  with  a  female 
pharmacist,  while  males  may 
prefer  to  deal  with  a  male 
pharmacist. 

Status  is  an  important  factor  in 
self-disclosure  (see  above). 
Disclosures  are  facilitated  where 
we  perceive  others  to  be 
physically  attractive,  where  we 
like  individuals  .and  where  we 
regard  others  as  being  similar  to 


Appendix  1.  Case  example  (after  Maguire).  A  53-year-old  woman  noticed  that  she  had 
a  small  lump  in  her  left  breast,  and  feared  that  it  might  be  cancer,  but  told 
herself  that  it  was  probably  nothing  and  would  soon  go  away.  Not  wishing  to 
waste  her  general  practitioner's  time  she  waited  until  it  was  clear  that  the 
lump  was  not  going  to  disappear.  She  thought  that  it  might  be  easier  if  she  first 
mentioned  that  she  had  suffered  "bad  headaches' '  for  three  months  following 
a  change  to  a  busy  and  stressful  job,  since  this  would  be  an  acceptable  reason 
for  seeking  help.  She  therefore  rang  the  receptionist  and  asked  for  an 
appointment  to  discuss  her  "headaches".  When  she  arrived  the  surgery  was 
full  and  on  entering  the  consulting  room  her  doctor  appeared  harassed.  He 
clarified  rapidly  the  nature  of  her  headaches  and  their  relation  to  tension. 
Before  she  could  add  anything  about  her  lump  he  wrote  a  prescription  for  a 
tranquilliser  and  said  he  would  like  to  see  her  again  in  a  month's  time.  She  felt 
flustered  and  left  without  mentioning  her  lump,  which  was  later  found  to  be 
cancer. 


Known  to  self 

Unknown  to  self 

Known 
to 

others 

A 

B 

Unknown 
to 

others 

C 

D 

us  in  terms  of  values,  beliefs, 
attitudes  etc.  Thus,  it  will  be 
important  for  pharmacists  to 
present  an  attractive  professional 
image  in  respect  of  appearance, 
friendliness  and  tolerance. 
Moreover,  accepting/empathic 
people  receive  more  disclosures. 

The  relationship 

Trust,  reciprocation,  roles,  length 
and  commitment  and  nonverbal 
components  are  dimensions  of  the 
relationship  which  affect  self- 
disclosure.  Pharmacists  should 
engender  trust  and  confidence  in 
patients.  Some  reciprocation  of 
self-disclosure  is  normal  in 
everyday  interaction  and  fosters  a 
co-operative  relationship, 
although  the  patient  will  disclose 
more  than  the  pharmacist  because 
of  the  role  relationship. 

Patients  normally  seek  advice 
from  pharmacists  whom  they 
know,  but  on  occasions  may  seek 
the  anonymity  of  a  consultation 
with  a  practitioner  with  whom 
they  have  had  no  previous 
contact.  This  is  analogous  to  what 
is  known  as  the  "stranger-on-the- 
train"  phenomenon  whereby  two 
people  who  are  unlikely  to  meet 
again  will  often  exchange  quite 
intimate  information. 

Some  aspects  of  nonverbal 
communication  can  also  influence 
disclosure.  For  example,  direct 
eye  contact  and  proximity  tend  to 
decrease  the  intimacy  of  self- 
disclosures  from  males  but  not 
from  females. 

The  situation 

Finally,  the  situation  itself  in  terms 
of  privacy,  warmth,  crisis  and 
isolation,  can  influence  the  degree 
of  self-disclosure.  Privacy 
encourages  greater  self- 
disclosure  by  creating  an 
environment  conducive  to  more 
intimate  conversation.  Indeed, 
this  is  being  increasingly 
recognised  in  community 
pharmacy  practice  where  some 
pharmacists  provide  a  private 
consulting  room  separate  from  the 


main  shop  floor  area.  Moreover, 
environments  where  the  decor, 
colours  and  lighting  create  an 
atmosphere  of  warmth  and 
comfort  facilitate  self-disclosure. 

Where  individuals  find 
themselves  in  a  crisis  situation,  eg 
prior  to  surgery  or  following 
bereavement,  they  are  also  more 
liable  to  divulge  their  fears  and 
feelings.  Likewise,  people  who 
feel  isolated  or  lonely  in  society 
will  tend  to  seek  out  someone, 
such  as  the  pharmacist,  to  talk  to. 


Functions 


Important  functions  of  self- 
disclosure  in  the  pharmacy 
context  may  be  summarised  as:- 

1.  To  open  conversations 

2.  To  encourage  reciprocation 

3.  To  provide  reassurance 

4.  To  share  common  experiences 

5.  To  express  concern  for  the 
other  person 

6.  To  state  one's  point  of  view 

7.  To  facilitate  self-expression 

8.  To  develop  relationships 
While  these  functions  can  be 

understood  from  the  pharmacist's 
perspective,  some  of  them  also 
describe  the  purpose  of  self- 
disclosure  for  the  patient. 
Different  functions  will 
predominate.  For  example,  a 
patient  may  need  reassurance 
about  their  medication  (eg  '  'I  have 
found  that  many  of  my  patients 
have  benefited"),  whereas  shy 
patients  may  need 
encouragement  to  express  their 
personal  needs. 

Furthermore,  a  number  of 
these  functions  are  exemplified  by 
the  Johari  Window.  In  this 
diagrammatic  representation 
(Figure  2)  four  dimensions  of  self 
are  illustrated.  These  indicate  our 
level  of  knowledge  of  ourselves 
and  the  level  of  knowledge  others 
have  of  us. 

Thus  in  helping  patients  to 
self-disclose,  pharmacists  will 
have  a  greater  knowledge  of  them 
and  patients  may  also  learn  more 
about  themselves,  which  together 
should  facilitate  the  effective 
delivery  and  use  of  healthcare. 
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A  middle-aged  lady  presents  this  prescription  and  asks 

for  100  paracetamol  tablets.  She  tells  you  she  has 
rheumatoid  arthritis  and  needs  "a  little  help  to  start  the 
day";  she  takes  co-proxamol  only  when  the  pain  is  really 
bad,  she  adds 


Q 


UESTIONS 


1.  Why  might  she  need 
paracetamol? 

2.  How  can  the  treatment  of 
arthritis  be  rationalised? 

3.  How  might  this  be  influenced  by 
the  risk  of  drug  interactions? 


A 


NSWERS 


t>  .  „    w  OOroo    ci i A*. 
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1.  Morning  stiffness  is  common  in 
patients  with  rheumatoid  arthritis. 
It  may  be  poorly  controlled  by 
non-steroidal  anti-inflammatory 
drugs  even  during  chronic 
treatment  when  daytime 
symptoms  are  improved.  Some 
NSAIDs,  including  ibuprofen,  arc- 
not  sufficiently  long-acting  in  some 
patients  to  outlast  the  interval 
between  the  evening  and  morning 
doses.  Their  onset  of  action  in  the 
morning  may  also  be  too  slow  to 
provide  rapid  relief  from  pain  and 
stiffness.  Alternatively,  escape 
analgesics  such  as  paracetamol 
may  provide  more  psychological 
than  pharmacological  support. 

2.  Assuming  that  morning  stiffness 
is  the  problem,  a  long-acting 
NSAID      or  slow-release 


formulation  would  help.  It  appears 
that  in  this  case  ibuprofen  is 
effective  and  acceptably  well 
tolerated,  so  substitution  for  the 
twice-daily  slow-release 
formulation  may  be  worthwhile. 
Alternatively,  the  evening  dose  of 
conventional  ibuprofen  could  be 
replaced  by  the  slow-release 
formulation,  though  the  number  of 
different  products  taken  then 
increases  to  four.  A  long-acting 
NSAID,  such  as  naproxen  or 
piroxicam,  may  be  more  suitable. 

The  GP  clearly  intends  that 
escape  analgesia  should  be 
provided  by  co-proxamol,  which 
this  lady  is  reluctant  to  take  unless 
pain  is  severe.  This  may  be  due  to 
adverse  effects,  which  are 
common  in  some  patients;  she 
may  be  reluctant  to  acknowledge 
the  need  for  further  treatment;  or 
she  may  not  like  taking  drugs 
(paracetamol  is  often  not 
considered  a  drug).  Counselling 
should  resolve  these  issues,  with 
the  aim  of  providing  suitable 
analgesia  which  she  will  use  for 
more  severe  pain.  Her  need  for 
escape  analgesia  may  be  less 
when  her  anti-inflammatory 
therapy  is  improved. 
3.  She  is  probably  taking  atenolol 
for  heart  failure.  This  may  be 
exacerbated  by  NSAIDs  and  an 
increase  in  dose  or  a  change  of 
NSAID  could  worsen  the 
symptoms. 


The  natural  remedies  market  is  growing  fast  and  demand 
for  Olbas  Oil  and  Pastilles  is  growing  fastest  of  all. 

More  and  more  people  are  turning  to  the  major  brand  Olbas 
for  rapid  relief  from  catarrh,  nasal  congestion  and  sinus  trouble. 

And  more  and  more  people  are  going  to  see  our  striking 
advertising  campaign  in  magazines  and  national  press. 

And  the  more  you  stock,  display  and  recommend  Olbas 
Oil  and  Pastilles  the  more  your  sales  will  grow.  Naturally. 


H  ,  NATURAL 

C  lb  li  L' 

EXTRA  STRONG 
AND  PENETRATING 

Clears  the  heac 
soothes  the  t1. 


. -  Immediate  relief 
||  f or  catarrh,  colds 
and  sinuses 


—  Leaders    in    natural    health  care 
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T  h  e    appeal    of    Britain's    number    one    O  T 


We're  pleased  to  announce  the  latest  addition  to  our  Pure 
Cod  Liver  Oil  range.  It  s  a  new  high  strength  capsule 
aimed  specifically  at  current  non-users  ami  comes  in 
a  convenient  ami  highly  effective  one-a-dav  dosage 

Our  research  shows  that  there  are  many  people  who  know 


all  about  tin-  benefits  ol  pure  toil  li\er  oil  but  either  don't  like 
the  taste  ol  the  liquid  or  lind  taking  six  capsules  a  day 
incomenient.  lor  these  people,  new  High  Strength 
Cod  I  iver  (  >il  is  just  what  they've  been  waiting  tor. 
Remember,  Seven  Seas  is  the  only  Pure  Cod  Liver  Oil 


e  d  i  c  i  n  e    is  a 


bout    to  1 


range  with  a  product  licence  for  the  relief  of  aches,  pains,  and 
'ioint  stiffness. 

Plus,  it's  also  the  only  range  with  a  massive  £2.5  million 
national  advertising  campaign  behind  it. 

So  stock  the  brand  that  roes  from  strength  to  strength. 


become    even  wider 


Contact  your  usual  Seven  Seas  representative  and  ask  about  new 
High  Strength  l\ire  Coil  Liver  Oil  capsules. 

Seven  Seas 

The  brand  that  a  o  e  s  f  r  o  m  strength  to  s  t  re  n  c/ 1  h 


—  the  every  week 
story  of  pharmacy  folk 
episode  46. 

"YOURP.M.R. 
PROBLEMS  SOLVED" 

by  our  resident  poet! 

Make  your  way  to  SCOTCHEM, 

and  you  11  see  for  yourself 
An  amazing  P.M. R.  system,  sitting 
neatly  on  a  shelf . 

Not  only  does  it  label, 
It  gives  out  leaflets  too, 
It  also  controls  your  stock  levels, 
And  increases  profits  too! 

I  hear  you  cry ' '  Which  System ' '! 
Why  don  'tyou  come  and  see, 
The  answer  to  your  problems, 
"P.I.L.LS."-it'sgottobe! 


a/ten/  >J/tecou& 


For  a  FREE, 
NO  OBLIGATION 
DEMONSTRATION 
of 

the  system  that 
flows  like  poetry 
ring: 


COMPUTING  LTD 

Nunn's  Corner,  Sandy  Lane, 

Stourport-on-Severn , 
Worcestershire  DY13  9QB. 
Telephone:  0299  827826 
Fax:  0299  827393 


Razors  cut  through 
cession  but  sharpen 
grocer's  edge 


If  pharmacists  are  to  hold  on  to  a 
reasonable  share  of  many  of  their 
traditional  markets  then  they  must 
build  on  their  strengths  and  stock 
more  niche  products,  say  Nielsen 
Market  Research.  As  the 
pharmacy  versus  grocer  war  hots 
up  an  increasing  number  of  toiletry 
items  and  medicines  are  becoming 
part  of  the  consumer's  weekly 
shop.  To  persuade  consumers  to 
purchase  these  products  at  their 
local  pharmacy  rather  than  the 
general  supermarket, 
pharmacists  need  to  emphasise 
their  role  as  a  source  of  advice, 
say  Nielsen. 

Razor  sharp 

In  sterling  growth  terms  by  far  the 
biggest  player  is  mens'  razors, 
which  has  grown  by  a  massive 
74.6  per  cent  in  pharmacies  and 
99.1  per  cent  in  grocers  in  the 
year  to  November/December 
1990,  which  is  entirely  due  to  the 
Gillette  Sensor  launch,  say 
Nielsen.  Sales  of  razor  blades 
have  increased  by  17.7  per  cent. 

In  their  analysis  of  selected 
markets  for  the  year  (excluding 
Boots)  Nielsen  show  grocery 


sales  of  shampoo  up  27.5  per  cent 
compared  to  22.9  per  cent  in 
pharmacies.  The  market  leader  is 
still  Wash  'n  Go,  which  remains 
unthreatened  by  the  other  two  in 
one  preparations  that  have 
emerged.  The  introduction  of  a 
750ml  pump  dispenser  size  for  the 
brand  leader  puts  the  price 
beyond  the  £5  barrier,  which 


'Perhaps  the  only  way  to 
compete  with  grocers  in 
the  haircare  market  is  for 
pharmacists  to  stock  more 
of  the  new  customised 
products  becoming 
popular' 


should  have  an  interesting  impact 
on  the  market,  say  Nielsen. 

Perhaps  the  only  way  to  com- 
pete with  grocers  in  the  haircare 
market  is  for  pharmacists  to  stock 
more  of  the  new  customised  pro- 
ducts that  are  becoming  popular, 
suggest  Nielsen. 


Growth  area 

However,  the£114.9mbabycare 
market  remains  a  strong  growth 
area  for  chemists  and  drugstores. 
They  took  a  19.9  per  cent 
increased  share  of  the  nappy 
market  over  the  past  year, 
compared  to  the  10.2  per  cent 
grocers'  figure.  Nielsen  attribute 
this  to  the  pharmacies'  aggressive 
pricing  policy.  And  once  a 
customer  has  been  attracted  to 
buy  one  babycare  product, 
persuading  them  to  purchase 
another  is  not  so  difficult,  they 
say. 

In  wet  babyfoods  the  grocer  is 
just  ahead  of  the  pharmacist  with 
29.1  per  cent  sterling  growth 
compared  to  28  per  cent  over  the 
year.  Cow  &  Gate  lead  the  wet 
foods  sector  and  Milupa  the  dry 
foods.  Farley's  Lunch  and 
Teatimers  and  Cow  &  Gate's 
Olverit  have  performed  well. 

However,  grocers  chalked  up 
a  33.6  per  cent  increase  in  sales  of 
infant  drinks  compared  to  just  9.4 
per  cent  in  pharmacies. 

Medicines  remain  the  largest 
sector,  worth  £246. 5m,  with  oral 
analgesics  now  valued  at  £73m. 


NIELSEN  PHARMACY  INDEX  (EXCL.BOOTS) 
TOP  15  PHARMACY  MARKETS  BY  STERLING  GROWTH 

(£M) 


MARKET 

MENS  RAZORS 

BABY  WET  FOODS 

OVULATORY  TESTING  KITS 

MOIST  BABY  WIPES 

BABY  FOODS  &  CEREALS 

SHAMPOO 

VTTAMINS 

PREGNANCY  TESTING  KITS 
CONTRACEPTIVE  SHEATHS 
BABY  NAPPIES 
ORAL  LESION  PREPS. 
RAZOR  BLADES 
EYE  PREPARATIONS 
BATH  PREPARATIONS 
NAPPY  RASH  TREATMENTS 


+74.6 


MARKET  SIZE 
1.2 


+28.0 
+27.7 


+22.9 
+22.8 


+20.5 
S+20.0 
+  19.9 
+  19.2 


10.9 
0.4 
4.0 
10.6 
17.4 
45.5 
5.2 
7.2 
53.5 
5.8 
11.5 
6.2 
14.5 
5.4 
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Pharmacy  sales  of  analgesics 
increased  by  15.6  per  cent  and 
grocers  by  13.4  per  cent.  Nurofen 
is  the  number  one  brand  on  a 
yearly  sterling  basis,  followed  by 
Solpadeine.  Eight  out  of  the  ten 
brand  leaders  are  high  strength,  a 
trend  which  looks  set  to  continue 
say  Nielsen,  as  does  the 
preference  for  larger  pack  sizes. 


As  the  trend  towards  self- 
medication  continues  pharmacists 
should  play  up  their  role  as 
advisors  to  the  public  as  well  as 
cashing  in  on  their  P  status 
brands,  say  Nielsen. 

Sales  increase 

Sales  of  skincare,   bath  and 


deodorant  products  are  increasing 
in  grocers  at  about  double  the  rate 
in  pharmacies. 

The  oral  hygiene  market  has 
risen  by  12.2  per  cent  in  sterling 
growth  in  pharmacies,  with  most 
of  that  attributable  to  the  new 
character  toothbrushes  and 
increasing  popularity  of 
mouthwashes.   Food  Brokers' 


Plax  and  Johnson  &  Johnson's 
Reach  are  both  performing  well, 
say  Nielsen. 

Flossing  up 

Sales  of  dental  floss  are  up  14.1 
per  cent  —  only  3.7  per  cent  in 
grocers.  This  indicates,  say 
Nielsen,  that  consumers  in  the 
UK  still  do  not  place  the  same 
importance  on  flossing  as  in  say 
the  US  since  it  has  not  yet  become 
part  of  the  weekly  shop. 

The  vitamin  market  has  shown 
healthy  growth  of  22.8  per  cent, 
with  favourites  being  the  one  a  day 
tablets,  supplements  and  fishoils, 
say  Nielsen.  And  the  trend  looks 
set  to  continue  with  greater  Press 
coverage  and  the  building  up  of  a 
fashionable  image  for  the 
products. 

Sales  of  other  healthcare 
products  were  up  10.4  per  cent, 
which  includes  a  20  per  cent 
increase  in  sales  of  contraceptive 
sheaths  and  a  10.3  per  cent  rise  in 
first  aid  dressings. 

There  have  been  far  fewer 
store  takeovers  in  the  past  year 
compared  with  the  previous  year. 
The  pharmacy  market  is  still 
dominated  by  Boots  and  Lloyds 
with  Superdrug  remaining  king  of 
the  drug  stores. 

Tesco  are  said  to  be 
performing  well  with  toiletries  in 
the  grocery  sector  due  to 
increased  allocation  of  space  and 
wider  ranges,  say  Nielsen. 


NIELSEN  PHARMACY  INDEX  (EXCL. BOOTS) 
TOP  15  PHARMACY  MARKETS  BY  SIZE  (£M) 


MARKET 

ORAL  ANALGESICS 
BABY  NAPPIES 
VITAMINS 

C.C.I.R.'e 

HAIR  SETTiNG  AGENTS 

SANrTARY  PROTECTION 

SKINCARE 

BABY  MILKS 

INDIG.REMEDY  TABLETS 

THROAT  REMEDIES 

COLOURANTS 

SHAMPOO 

DEODORANTS 

COLD  TREATMENTS 

BATH  PREPARATIONS 


73.0 


53.5 


PCT.CHG. 

+  15.6 
+  19.9 
+22.8 
+  10.2 
+  8.0 
+  14.5 
+  12.2 
+  15.7 
+  7.7 
+  10.3 
+  9.1 
+22.9 
+  12.0 
+  8.8 
+  16.6 
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Counter-top 
dispensers 


•f,.  . 


Yes.  It's  a  blister  pack! 


Literally  millions  of  people  get  blis- 
ters with  the  same  frequency  as  cuts  and 
scrapes.  The  convention  of  sticking  a 
plaster  on  the  wound  is  ineffective,  in- 
appropriate and  offers  your  customers 
little  or  no  relief  from  the  discomfort. 

Now,  a  medically  proven,  market- 
tested  alternative  is  available. 

Compeed  is  a  synthetic,  skin-like, 
adhesive  membrane  which  protects  the 
lesion  and  encourages  it  to  heal  under 
optimum  conditions. 


PANIC  BUTTON  CAMPAIGN 

Compeed  is  already  highly  success- 
ful in  international  sporting  circles,  but 
existing  demand  is  about  to  increase 
significantly  as  a  ma|or  national  adver- 
tising campaign  gets  underway 


MotoerNaWs  panic  button 
_  a  blister 


Millions  of  women  will  discover  that 
Compeed  is  the  most  effective  treat- 
ment for  blisters  caused  by  ill-fitting 
shoes,  sport,  gardening,  DIY,  walking  or 
working. 


Suggest  she  stocks  her  medicine 
cabinet  with  a  5  treatment  pack  and 
we're  sure  your  advice  will  be 
appreciated. 

Attractive  Compeed  counter-top 
dispensers,  in  six  or  thirty  unit  sizes,  are 
obtainable  from  your  local  wholesaler. 
The  introductory  six-unit  dispenser 
wholesales  at  a  price  of  £10.92,  with  a 
R.R.P.  of  £2.99  per  individual  pack. 

Your  customers  deserve  a  more 
advanced  answer  to  the  common  prob- 
lem of  blisters.  You'll  find  the  margin 
more  comfortable,  too. 


Clip  this  coupon  and  attach  it  to 
your  next  wholesale  order. 


Please  send  me  a  six/thirty  unit  counter-top 
dispenser  of  Compeed  (delete  as 
appropriate)  with  my  next  delivery  and 
charge  my  account 

Name  


compesd 

Made  by  Coloplast  I  ■H^H^^^^^^^^^^B 


Distributed  in  UK  by 


Poslcode 


compEEd 
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£lm  to  educate  women 
against  smoking 


A  health  education  project  to  help 
women  to  stop  smoking  during 
pregnancy  is  to  receive  £lm  in 
Government  funding  over  the 
next  two  years,  Health  Minister 
Virginia  Bottomley  announced  at 
the  launch  of  the  No  Smoking  Day 
campaign  last  week. 

The  project  aims  to  increase 
the  awareness  of  the  health  issues 


Fat  and  heart 
disease  link 
confusion 

Butter  and  milk  in  the  diet  is  not 
detrimental  to  health  and  may 
even  reduce  the  incidence  of  heart 
disease,  according  to  a  study  by 
the  Medical  Research  Council. 

The  results,  which  seem  to 
conflict  with  current  medical 
advice,  come  from  the  Council's 
epidemiological  unit  in  Cardiff. 
The  ten-year  study  focused  on 
4,500  men  in  Bristol  and 
Caerphilly.  Those  who  ate  butter 
had  a  1<  >wer  incidence  of  ischaemic 
heart  disease  than  those  who  ate 
polyunsaturated  margarines.  In 
addition,  the  lowest  incidence  of 
heart  disease  was  among  men 
who  said  they  drank  more  than  a 
pint  of  milk  a  day. 

Men  who  drank  no  milk  at  all 
were  around  eight  times  more 
likely  to  suffer  a  heart  attack  than 
those  who  drank  over  a  pint  a  day, 
the  survey  found. 

A  spokeswoman  for  the  MRC 
told  C&D  the  study  was  one  of  a 
number  into  heart  disease.  "As 
such  it  is  a  contribution  to  the 
debate  about  the  causes  of  heart 
attacks  including  the  relationship 
with  diet. 

"Until  it  is  published,  and 
subject  to  full  scientific  review, 
people  should  continue  to  heed 
the  advice  of  their  doctors. ' ' 


Bedfordshire  Branch,  NPA  is  currently 
without  a  secretary.  Anyone 
interested  should  contact  Ann 
Northey,  at  Mallinson  House,  tel: 
072  7  832161. 


and  also  contribute  to  the  support 
services  needed  to  help  women  to 
stop  smoking.  '  'The  programme 
will  have  the  double  benefit  of 
reducing  tobacco  related  damage 
to  the  baby  and  also  protecting  the 
health  of  the  mother,"  said  Mrs 
Bottomley. 

An  American  report  by  the 
Surgeon  General  shows  that 
women  who  smoke  during 
pregnancy  have  a  25  to  50  per  cent 
higher  rate  of  foetal  and  infant 
deaths  than  non-smokers,  and 
double  the  risk  of  having  a  low 
birth  weight  baby.  However, 
women  who  stop  smoking  before 
pregnancy  or  during  the  first  three 
to  four  months  have  no  increased 
risk  of  a  low  birthweight  baby 
compared  to  that  of  non-smokers, 
says  the  report. 

The  report  also  mentions  an 
article  in  last  month's  American 
Journal  of  Public  Health,  which 
estimates  that  maternal  smoking 
may  be  responsible  for  one  sixth 
of  all  ectopic  pregnancies  —  the 
leading  cause  of  maternal  death 
during  the  first  trimester  of 
pregnancy  in  industrialised 
countries. 


YPG  calls  for 
Competence 
test  for  all 

The  Young  Pharmacists  Group 
says  a  test  of  competence  would 
have  a  number  of  benefits,  but  it 
disagrees  with  the  Society's 
working  party  that  a  test  should 
only  be  applied  to  newly  qualified 
pharmacists. 

The  YPG  says  that  the 
profession's  standing  would  be 
enhanced  by  an  in-house 
commitment  to  standards,  which 
could  also  be  used  as  a  tool  in 
negotiation.  The  public  would 
benefit  as  all  practising 
pharmacists  would  have  a 
commitment  to  keep  up-to-date. 

But  the  YPG  add  that  all 
pharmacists  should  have  to  meet 
the  same  minimum  standards.  "In 
a  climate  where  professional 
monopolies  are  under  review,  the 
Society  could  strengthen  its  case 
for  maintaining  our  monopoly  over 
medicines  if  it  were  to  take 
unilateral  action  to  test  the 
competency  of  all  of  its  members. 
To  apply  the  test  to  just  the  newly 
qualified  would  be  a  wasted 
opportunity  to  safeguard  the 
future  of  the  profession  for  those 
embarking  on  their  careers. ' ' 


Society  outlines  hopes  for 
community  pharmacy  future 


Community  pharmacy  should  be 
developed  to  meet  public  demand 
and  Government  policy  by  fully 
exploiting  pharmacists'  expert 
knowledge,  says  the  Royal 
Pharmaceutical  Society  of  Great 
Britain. 

In  its  submission  to  the 
Department  of  Health  working 
party  on  the  future  of  the  sector, 
the  Society  says  the  unique 
education  and  training  of 
pharmacists  is  the  basis  for 
current  core  services.  These 
services  —  dispensing,  medicine 
sales,  advising  on  symptoms  and 
healthy  living  advice  —  should  be 
strengthened  and  maintained. 

It  suggests  the  further 
development  of  a  number  of  other 
activities  to  benefit  patients  and 
the  NHS.  These  include  a  more 


active  role  in  health  promotion  and 
disease  prevention,  more  POM  to 
P  moves,  treatment  of  drug 
abuse,  and  the  disposal  of 
unwanted  medicines. 

The  Society  pinpoints  a 
number  of  extra  services  it  says 
should  be  introduced  to  reflect  the 
changing  needs  of  the  population 
while  recognising  the  limits  of 
NHS  resources.  These  include: 
screening  and  diagnostic  testing, 
a  patient  referral  system  and 
closer  liaison  with  GPs  on  the 
cost-effective  use  of  medicines. 

The  Society  says  additional 
services  should  be  properly 
remunerated,  bearing  in  mind  the 
substantial  savings  in  the  total 
health  bill  arising  out  of  better 
patient  care  and  illness 
prevention. 


POSTBAG 


Asking  for 
trouble! 

The  subject  raised  by  Xrayser 
(C&D  February  9)  on  open 
displays  of  medicines  for  self- 
selection  is  asking  for  trouble,  and 
I  deplore  the  National 
Pharmaceutical  Associations's 
endorsement,  reluctant  or 
otherwise. 

The  general  public  usually  has 
no  idea  of  what  they  are  picking  up 
(verified  by  firms  now  having  to 
produce  one-a-day  as  well  as 
three-a-day  vitamin  products)  as 
the  multiples  suggesting  open 
display  well  know. 

In  the  same  issue  of  C&D 
Seven  Seas  are  advertising  yet 
another  cod  liver  oil  capsule  — 
high  strength  —  bringing  their 
total  to  10  sizes/types.  Is  this 
supposed  to  simplify  matters  for 
the  general  public? 

I  agree  entirely  that  medicine 
sales  should  be  carefully 
monitored,  including  vitamins,  and 
kept  behind  the  counter. 


Joan  Sutcliffe 

Todmorden 


Help  needed 

I  am  writing  in  the  hope  that  I 
might  be  able  to  appeal  to  your 
readers  for  help. 

During  the  last  year  we  have 
been  collecting  aid  and  fund  raising 
to  help  the  suffering  orphans  in 
Romania.  In  May  some  of  our 
team  will  be  travelling  to  Romania 
to  help  renovate  a  village  hospital 
in  Fintinele. 

The  hospital  drug  cabinet  is 
sparse  and  we  would  like  to  be 
able  to  stock  it  with  some  of  the 
basic  medications  they  may  need. 

Should  anyone  be  able  to  help 
could  they  please  contact  Mr 
David  Smith  of  M.E.  Watson, 
Chemists,  Armthorpe, 
Doncaster,  South  Yorkshire  (tel: 
0302  831342)  for  further  details. 


Mrs  J  Miles 

Treasurer,  Romanian  Orphan 
Campaign 


f 


Absolute  Alcohol 

Synthetic  quality  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias 


HAYMAN  LIMITED 

.       FORMERLY  JAMES  BURROUGH  (F  A  D.)  LTD. 
70  EASTWAYS  INDUSTRIAL  PARK,  WITHAM,  ESSEX  CM8  3YE,  ENGLAND  TEL:  0376  517517 


350 


CHEMIST  &  DRUGGIST  2  MARCH  1991 


USINESSNEWS 


Jenks  take  on 
Kendall 
range 

The  Jenks  Group  have  been 
appointed  to  handle  distribution  of 
the  home  healthcare  range  of  the 
Kendall  Company  (UK)  Ltd. 

Jenks  are  now  distributing 
Lastosheer  graduated  compress- 
ion hosiery,  Curity  supports  and 
braces,  and  the  pre-rolled  finger 
bandage  Fingerbob.  The  company 
is  also  distributing  All  American 
Neoprene  sports  supports  and 
Curad  novelty  plasters. 

The  move  follows  Jenks' 
establishing  a  specialist  sales  force 
for  the  pharmacy  sector. 

Robinson  sell 
foot  range 

Robinson  Healthcare  have  sold 
their  chiropody  interests  to 
Cuxson  Gerrard  &  Co 
(Dressings)  of  Oldbury  for  an 
undisclosed  sum. 

Robinson's  managing  director 
Andrew  Lauder  told  C&D: '  'This 
fits  in  with  our  plans  to 
concentrate  on  the  areas  we  are 
good  at." 

Cuxson  managing  director 
Michael  Kingston  said:  "We  have 
purchased  the  manufacturing 
capability  for  the  products,  which 
enhance  '  our  expertise  and 
increases  the  variety  of  the 
products  we  offer." 

The  products  purchased  by 
Cuxson  include  adhesive  and  non- 
adhesive  wool  felts,  corn  caps  and 
plasters,  sponge  rubber  and 
belladonna  plasters. 

"The  items  fit  neatly  into  our 
existing  ranges  and  consolidates 
our  market  position  in  the  UK  as 
well  as  providing  considerable 
scope  for  our  overseas 
interests." 

Laughton  &  Sons  Ltd  have  changed 
their  telephone  and  fax  numbers. 
They  can  now  be  reached  on  tel: 
021-436  6633  and  fax:  021-436 


Further  state  aid  for 
small  businesses 


Two  new  schemes  worth  £48 
million  have  been  announced  to 
help  smaller  firms  with  product 
innovation. 

The  Manufacturing,  Planning 
and  Implementation  scheme  - 
MPI  —  provides  grants  of  up  to 
£50,000  for  half  the  cost  of  expert 
advice  to  help  introduce  modern 
manufacturing  systems. 

The  money  is  available  for 
firms  of  up  to  500  employees  and 
around  200  companies  are 
expected  to  receive  the  grants. 
The  DTI  estimates  that  the  MPI 
scheme  is  worth  £llm  over  the 
next  three  years. 

The  second  scheme,  the  Small 
and  Medium-sized  Enterprises 
Technical  Advice  Service 
SMETAS  —  has  been  devised  to 
help  solve  short  term  technical 
problems.  Regional  technology 
centres  will  act  as  "one-stop" 


shops  for  smaller  firms  looking  for 
help  with  technical  problems.  For 
this,  the  Government  is  making 
£5m  available  over  four  years. 

Together  with  SPUR  (Support 
for  Products  Under  Research) 
launched  at  the  beginning  of  last 
month,  the  schemes  are 
estimated  to  be  worth  £48m. 

Announcing  these  new 
initiatives,  Secretary  of  State  for 
Trade  Peter  Lilley  said:  "We  now 
have  a  comprehensive  package  of 
assistance  for  smaller  firms. 
Although  larger  firms  have 
benefited  greatly  from  introducing 
modern  manufacturing  systems, 
smaller  companies  often  lack  the 
expertise  to  handle  these  in  a 
comprehensive  way." 

Companies  requiring 
information  on  the  schemes 
should  contact  their  nearest  DTI 
regional  office . 


Nicholas  Laboratories '  new  distribution  centre  at  Magna  Park  has  been 
officially  opened  by  Nigel  Lawson  MP.  Shown  with  MrLawson  are  Mr 
Cees  van  der  Vivjer  (centre) ,  of  the  board  of  management  of  Nicholas ' 
parent  company  Sara  Lee/D.E. ,  Holland,  and  Mr  John  Slater  (right), 
managing  director  of  Nicholas 


Unlimited 
Pampers? 

A  spokesman  for  Procter  & 
Gamble  confirmed  to  C&D  that 
independent  pharmacy  had  been 
restricted  to  180  truckloads  of 
Pampers  in  February. 

"Yes,  we  did  make  slight 
restrictions  on  availability  in 
February  due  to  strong  demand. 
However,  we  have  now  lifted 
most  restrictions  and  hope  to  be  in 
an  even  stronger  position  in 
March  through  to  April. ' ' 

A  surge  in  demand  for  the 
company's  new  compact  Pampers 
may  have  led  to  the  temporary 
pressure  on  stocks,  but  Procter  & 
Gamble's  spokesman  pointed  out 
that  180  truckloads  was  many 
millions  of  units  and  did  not 
represent  much  of  a  restriction. 


Evans  move 
production 

Evans  are  transferring  production 
of  their  medical  products  to 
Ashton-under-Lyne  over  the  next 
six  months.  The  move  follows  the 
acquisition  of  Thomas  Kerfoot  by 
Medeva  and  the  merger  of  the 
generics  division  of  Evans  and 
Kerfoot  (C&D  June  23,  1990, 
pll24). 

The  move  will  result  in  minor 
changes  in  the  appearance  of 
some  Evans  products  though  not 
their  formulations.  Evans'  sales 
force  will  inform  customers  of  the 
changes  and  inquiries  are  being 
handled  by  Doreen  Morton  on 
0403  41400. 

Other  technical  inquiries  for 
both  Evans  Medical  Generics  and 
Thomas  Kerfoot  products  are  the 
responsibility  of  information 
pharmacist  Alex  Meldrum  on 
061-330  4531. 

Channel  Business  Systems,  suppliers  of 
Charm  computer  software,  have 
moved  to  new  premises  at  Bolney 
Grange,  Stairbridge  Lane, 
Bolney,  West  Sussex  RH17  SPA, 
(tel:  0444  235236,  fax:  0444 
244182). 
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Reminder  on  dual 
pricing 


Pharmacists  are  reminded  that 
they  can  now  charge  different 
prices  for  goods  depending  on 
method  of  payment. 

The  Price  Indications  (Method 
of  Payment)  Regulations  1991 
came  into  effect  on  February  28, 
and  apply  to  all  businesses  offering 
dual  pricing  for  goods,  services, 
facilities  and  accommodation.  The 
Regulations  enable  retailers  to 
recoup  if  they  want  to,  some  of  the 
cost  of  credit  card  transactions. 

Traders  are  required  to 
indicate  the  price  payable  by  an 
alternative  method,  or 
alternatively  to  state  the 
difference  between  the  indicated 
price  and  the  price  for  payment  by 
the  other  method.  This  should  be 
expressed  as  either  an  amount  of 
money  or  as  a  percentage  of  the 


Genentech  in 
SB  lawsuit 

Genentech  have  filed  a  law  suit 
against  Smithkline  Beecham 
alleging  that  SB  have  been  falsely 
advertising  the  merits  of  their 
heart  attack  drug,  Eminase,  at  the 
expense  of  Genentech's  product, 
Activase. 

Genentech  are  sensitive  on 
the  issue  as  Activase  is  their 
largest  revenue  generator.  The 
company  currently  holds  some  60 
per  cent  of  the  US  heart-attack 
drug  market. 

Smithkline  Beecham  say  they 
regard  the  lawsuit  as  an  effort  to 
inhibit  the  open  exchange  of 
scientific  information. 

The  row  hinges  on  a  study  of 
heart-attack  drugs  due  to  be 
published  at  the  American 
Cardiology  Association  meeting  in 
Atlanta  this  weekend. 

The  study  compares  a  TPA 
produced  by  Wellcome,  SB's 
Eminase  and  the  much  cheaper 
streptokinase.  However, 
Genentech's  Activase,  a 
genetically  engineered  form  of 
TPA,  was  not  included  in  the 
study. 

Genentech  are  arguing  that 
SB's  advertising  contains  false 
information  which  suggests  a 
direct  comparison  between 
Activase  and  the  Eminase  is 
contained  in  the  study. 

A  statement  from  SB  says  that 
the  company  has  been  informing 
physicians  that  the  results  of  the 
ISIS-3  study  will  be  the  largest 
head-to-head  comparison  of  three 
approaches  to  thrombolytic 
therapy. 


indicated  price. 

Any  written  statements  must 
generally  be  displayed  at  each 
public  entrance  to  the  premises 
and  at  each  point  of  sale.  They 
must  be  accurate,  clearly 
expressed,  easily  identifiable, 
unambiguous  and  reliable.  Oral 
statements  should  be  audible. 

Any  contravention  of  the 
Regulations  will  constitute  a 
criminal  offence. 


On  lice 


Addis  celebrated  the  installation  of  the  first  teat  manufacturing  plant 
at  their  Hertford  factory  by  donating  the  first  500  Maws  latex  teats  to  the 
Astra-Tewin  children's  ward  at  the  Queen  Elizabeth  II  Hospital, 
Welwyn  Garden  City.  Pictured  left  to  right  are:  ward  manager  Ruth 
Ashmorc,  with  Margaret  Watson  and  Jude  Gaizley  from  the  Astra- 
Tewis  children 's  ward,  receiving  the  first  500  teats  from  Robin  Pegna, 
Addis  managing  director 


International  Laboratories  are 
organising  a  series  of  seminars  on 
head  lice  treatment  for  pharmacy 
assistants.  The  seminars  (free  of 
charge)  will  concentrate  on  those 
questions  most  commonly  asked 
by  customers.  Details  from 
Malcolm  Dawes  on  061-945  4161 . 


New  roles 

The  first  of  a  series  of  national 
study  days  for  pharmacists  is 
being  organised  by  the  Post 
Qualification  Education  Board  in 
Scotland  for  March  17. 

The  study  day  at  Carlton 
Highland  Hotel,  Edinburgh,  will 
concentrate  on  extended  roles. 
Details  from  PQE  Unit  on  041-552 
4400. 


Follow-up 

Pharmacists  in  Wessex  are  invited 
to  attend  a  return  to  practice 
follow-up  course  at  the  Dormy 
Hotel,  Ferndown,  Dorset. 

The  residential  course  will  be 
held  on  March  2-3  and  repeated  on 
October  19-20.  Topics  include 
response  to  symptoms,  wound 
management,  drug  interactions, 
patient  information,  and  drugs  in 
pregnancy  and  lactation. 

Details  are  available  from  Dr 
Ken  Humphreys  on  0703  796724. 

Monday,  March  4 

East  Metropolitan  Branch, 
RPSGB.  Wanstead  Library,  Spratt 
Hall  Road,  7.15  to  8pm.  "Cholesterol 
testing  in  community  pharmacy" . 

Tuesday,  March  5 

Banff,  Morav  and  Nairn  Branch, 
RPSGB.   Gordon  Arms  Hotel, 
Fochabers  at  8pm.  AGM,  cheese  and  < 
wine,  and  video. 

Leicestershire  Branch,  RPSGB. 

Postgraduate  Medical  Centre, 
Leicester  Roval  Infirmary.  "Creams 


and  ointments  —  problems  and 
solutions"  by  Penny  Cant. 

Thursday,  March  7 

Bristol      Branch,  RPSGB. 

Postgraduate  Centre,  Frenchay 
Hospital,  8pm  (buffet  7pm). 
Cholesterol  testing,  joint  meeting  with 
dieticians. 

Hastings  Branch,  RPSGB  and 
NPA.  Postgraduate  Medical  Centre, 
Royal  East  Sussex  Hospital,  Hastings 
at  8pm.  "Current  pharmaceutical 
topics"  by  Andrew  Watson,  NPA. 
Morecambe  Bay  Branch,  NPA. 
The  Elms  Hotel,  Bare  at  8pm. 
Meeting  to  discuss  the  local 
arrangements  for  dispensing  out-of- 
hours  urgent  prescriptions. 
West  Metropolitan  Branch, 
RPSGB  St  Mary's  Hospital, 
Paddington  6.45  for  7.30pm.  "The 
single  market  in  Europe  —  How  does 
it  affect  pharmacy?"  by  NPA's  Colette 
McCreedy. 

Weald  of  Kent  Branch,  RPSGB. 

Postgraduate  Medical  Centre,  Kent  & 
Sussex  Hospital,  Tunbridge  Wells, 
7.45  for  8pm.  "Infections  and  parasitic 
diseases  —  Anthelmintics  and  OTC 
treatment  of  fungal  infections"  by 
Janssen  Pharmaceuticals. 
Wirral  Branch,  RPSGB. 
Postgraduate  Medical  Centre, 
Clatterbridge  Hospital  at  8pm. '  'AIDS 
update "  by  Dr  D .  Mottram. 

Advance  information 

British  Society  for  the  History  of 
Pharmacy.  "Origins  and  develop- 
ment of  the  pharmaceutical  manu- 
facturing industry"  by  Kenneth 
Holland  at  RPSGB  headquarters, 
March  13,  6.30  for  7pm.  Details  from 
Mrs  B.  Cockburn  on  071-735  9141 . 
RSC  —  Joint  Pharmaceutical 
Analysis  Group.  AGM  plus  "The 
evolution  of  pharmaceutical  analysis" 
at  RPSGB  headquarters,  March  14, 
10.30am.  Details  from  Mr  B. 
Matthews  on  071-720  2188. 
Society  of  Cosmetic  Scientists. 
Course  in  cosmetic  science, 
Heathlands  Hotel,  Bournemouth, 
March  1 7-22 .  Details  0582  26661 . 
Mersey  Academic  Pharmacy 
Practice  Unit.  Conference  at 
Clatterbridge  Hospital,  Wirral,  March 
18,  6.15  for  7pm.  Details  from  Dr  D. 
Wolfson  on  051-430  1256. 
The  College  of  Pharmacy 
Practice.  "Justifying  clinical  services 
in  the  1990's",  study  day  at  Stockley 
Park  West,  Uxbridge  on  March  19. 
Details  from  Rosemary  Mitchell  on 
0203  692400. 


Commercial 
fraud  up 

Commercial  fraud  in  the  UK  is  on 
an  upward  trend  according  to  the 
Serious  Fraud  Office.  And  the 
SFO  is  considering  whether  to 
increase  the  definition  of  serious 
fraud  from  the  present  £2  million 
figure. 

SFO  director  Barbara  Mills 
said  the  size  of  commercial  fraud 
incidents  was  ever-increasing  and 
that  the  total  amount  of  money 
involved  in  current  investigations 
was  some  £2  billion.  Mrs  Mills 
conceded  that  no  one  knows  the 
extent  of  commercial  fraud:  her 
perception  was  based  on  the 
number  of  frauds  reported. 


Generics  (UK) 
to  get  review 

Generics  (UK)  have  been  granted 
leave  to  challenge  by  judicial 
review  a  decision  and  policy  of  the 
Home  Office  to  refuse  to  allow 
importation  of  diamorphine  from 
other  member  states  of  the  EC 
into  the  UK. 

Generics  (UK)  say  their 
challenge  follows  the  April  1989 
report  of  the  Monopolies  and 
Mergers  Commission  which  found 
a  monopoly  position  existed  in 
relation  to  diamorphine  supplies  in 
the  UK,  and  a  statement  by  the 
Home  Secretary  in  January  1990 
to  the  effect  that  he  will  ensure 
there  are  no  restrictions  on 
competition  in  relation  to  the 
manufacture  and  distribution  of 
Controlled  Drugs. 

Shulton  no  longer  exists  as  a  trading 
group  and  its  product  range, 
which  includes  Old  Spice, 
Mandate  and  Insignia,  is  now 
being  handled  by  Procter  & 
Gamble  (Health  and  Beauty 
Care).  P&G  acquired  Shulton 
from  Cyanamid  last  year. 
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Calling  on  health  stores,  pharmacies,  surgeries,  retirement 

homes  —  to  distribute  well  presented  high  quality  health 

supplement  and  unique  medication  system 

N.  Wales/Cheshire,  Midlands,  East  Anglia,  S.East  &  Coast, 

London,  West  Country,  North  East  &  Scotland. 
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DISTRIBUTOR  WANTED 


DISTRIBUTORS  REQUIRED 

WORLD-WIDE  BESTSELLER 
THE  CHANGEABLE  TOOTHBRUSH 
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STOCK  FOR  SALE 
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Disributors  of  the 
Largest  Range  of  Branded 
French  Fragrances 
Nationwide  Delivery 


FREEPOST  HARROW  MIDDX.  HA2  9BR 
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SHOPFITTING 

and  DESIGN 

SPECIALISTS  IN  DESIGN, 
MANUFACTURE  AND 
INSTALLATION  OF 
SHOPFITTINGS  AND 
DISPENSARY  UNITS 
FORTHE  RETAIL 
PHARMACIST 
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EXDRUM 
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0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FORTHE  RETAIL  PHARMACY 

KING  CHARLE  S  BUSINESS  PARK,  OLD  NEWTON  ROAD,  HEATHFIELD,  DEVON,  TQ 1 2  6UT 


LABELLING  SYSTEMS 


THIS  IS  WHAT  YOUR 
NEXT  ASSISTANT 
SHOULD  LOOK  LIKE. 
THE  ALCHEMIST  2000 
PMR  LABELLING 
SYSTEM. 

DESIGNED  FOR  YOU  TO 
WORK  WITH  YOU 

FOR  DETAILS  OR  A  NO 
OBLIGATION  DEMONSTRATION 

CALL:  0772  622839/6228 
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ioiifi  Richardson 
Computers  Ltd 


In  Pharmacy  Labelling 
►  In  Auto-order  Stock  Contr 


►  In  Customer  Sen  ice 


In  Ongoing  Development 

For  Accurate  and  Reliable  Drug  Interactions  and  Patient  Records 

FREEPOST,  Preston  PR5  6BR  Telephone:  (0772)  323763 
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Pharmacies  raise  money  for 
Guy's  charity 


Guy's  Hospital  would  like  to  thank 
the  296  pharmacies  who 
participated  in  Sterling  Health's 
fundraising  campaign  for  the 
"Sponsor  a  cot"  charity  appeal. 
They  helped  raise  £5,000  for  the 
charity  —  enough  to  save  more 
children's  lives  in  Guy's  Evelina 
children's  unit.  Gary  Wilmot  and 
Jessica  Martin,  stars  of  hit  musical 
"Me  and  my  girl",  were  delighted 
to  receive  the  £5,000  charity 
cheque. 

Placing  collection  boxes  in 
pharmacies  was  one  of  several 
activities  initiated  by  Sterling 
Heaith  to  raise  money  for 
"Sponsor  a  cot".  They  first  began 
supporting  Guy's  in  January  1990 
when  they  donated  a  cheque  for 


£5,000,  and  commissioned  a  video 
showing  the  work  of  the  unit.  This 
was  followed  by  placing  donation 
forms  in  packs  of  Panadol  Baby  & 
Infant 

A  fun  day  out  for  Sterling 
Health  employees  and  their 
families  at  Shalford  Park  in  the 
Summer  raised  £1,000  and  a 
further  £625  was  raised  by 
Sterling  Health's  sales  force. 

The  rest  was  raised  by  a 
national  "Feed  the  panda" 
campaign  based  around  Pandy 
Panadol,  a  four  feet  high  cuddly 
panda.  Sterling  Health  donated  40 
giant  pandas  to  hospitals  across 
the  country  where  they  have  been 
collecting  for  the  hospitals'  own 
appeals  and  for  "Sponsor  a  cot". 


Giant 


Smita  Pate!,  of  Josh  Co  Chemist,  Pinner,  Middlesex,  was  one  often 
winners  in  the  Drapolene  display  prize  draw  organised  by  Wellcome 
Consumer  Healthcare  Division.  She  received  her  prize,  £100  worth  of 
Argos  vouchers,  from  Steve  Bull,  Wellcome' s  local  sales  representative 


Lederle  scholarship 


This  year's  Lederle  pharmacy 
scholarship  is  offering  pharmacists 
the  opportunity  of  £1,000  to 
further  their  knowledge  of 
cytotoxic  pharmacy  practice 
development.  Entrants  should 
submit  a  proposal,  in  no  more  than 


1,000  words,  of  how  they  would 
best  utilise  the  prize,  including 
how  results  may  be  applied  to 
current  practice.  Closing  date  is 
May  31,  and  entry  forms  are 
available  from  Niki  Caidan.  Tel: 
0494  711228. 


Graham  Hart  CB,  secretary  of  the  Scottish  Office,  Home  and  Health 
Department  {right),  was  principal  guest  at  a  dinner  held  by  the 
Pharmaceutical  General  Council  (Scotland)  last  week.  Graeme  Millar 
(centre),  chairman  of  the  PGC,  is  pictured  welcoming  Mr  Hart,  with 
Graham  Calder,  chief  pharmacist  at  the  SHHD  looking  on.  Otherguests 
included  senior  medical,  dental,  nursing  and  pharmaceutical  advisers, 
representatives  of  the  Northern  Ireland  Chemist  Contractors  Committee, 
and  a  Romanian  pharmacist  on  a  fact-finding  tour 


Medicopharma  UK  have  appointed 
David  Horbury,  MRPharmS, 
group  product  manager,  OTCs, 
where  he  will  be  responsible  for 
negotiations  with  the  wholesaler's 
major  OTC  suppliers.  He  has  held 
similar  positions  with  Safeway  and 
Savory  &  Moore.  Mr  Horbury  will 
be  based  at  the  Macarthy  Medical 
depot  in  Weedon. 
AAH  Pharmaceuticals  have  appointed 
Denis  Mellstrom  to  the  board  as 
operations  director.  He  succeeds 
Rees  Thomas  who  recently 
retired  after  26  years  with  the 
company. 

Tudor  Photographic  Group  have 
created  the  new  position  of 
national  accounts  manager 
following  the  launch  of  their 
expansion  programme.  The  post 
has  been  filled  by  Dianne  Fox, 
previously  a  Tudor  regional  sales 
manager. 

Healthilife  have  appointed  Paul 


Dove  as  operations  director.  He 
will  be  responsible  for  purchases 
and  running  of  all  operations  within 
Healthilife.  He  was  previously 
purchasing  manager,  and  has  been 
with  the  company  for  13  years. 
LVMN  Group  have  appointed  Jean 
Courtiere,  the  managing  director 
and  chairman  of  Parfums 
Givenchy  since  1983,  as  head  of 
the  Givenchy  Couture  House. 
Waverley  Pharmaceutical,  manu- 
facturers of  the  Steripak  range, 
have  appointed  Stephen 
Forrester-Coles  as  manufacturing 
director.  He  was  previously 
consultant  production  manager. 
The  appointment  is  part  of  an 
expansion  of  the  R&D  and 
production  operation. 
Cuxson  Gerrard  &  Co  (Dressings)  Ltd 
have  appointed  Ian  Francis  as 
marketing  director.  He  was 
previously  a  marketing  ,  lanager 
at3M  Healthcare. 
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Registered  at  the  Post  Offii  e  as  a  Newspaper  21/19/24s  Contents  Benn  Retail  Publications  Ltd  1991).  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted 
in,  an>  form  or  b>  anj  means,  elei  tronii  .  mei  hanical,  photoi  opying,  re<  ording  or  otherwise  without  the  prior  permission  of  Benn  Retail  Publications  Benn  Retail  Publications  Ltd  may  pass  suitable  reader  addresses 
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THE  EVENT 

Scotchem  is  the 
trade  exhibition 
for  the 
professional 
retail  pharmacy 
and  allied  trades 
in  Scotland. 

Over  two  days, 
Scotchem  will 
bring  together 
the  new 
products,  ideas 
and  services  to 
increase  profit. 

Retail 

pharmacists  in 
Scotland  now 
have  their  own 
exhibition, 
catering  for  their 
own  special 
needs. 

Many  big 
industry  names 
have  already 
given  Scotchem 
their  support, 
and  will  be 
showcasing 
their  new  and 
existing  ranges 
and  incentive 
offers  for  the 
coming  year. 

Our  prestigious 
venue  for 
Scotchem  '91 
will  be  the 
magnificent 
MacRobert 
Pavilion, 
situated  in  the 
Edinburgh 
Exhibition  and 
Trade  Centre 
complex  and 
easily  accessible 
from  road,  rail 
and  air  links. 


SEE  THE  LATEST  PRODUCTS 
CONSIDER  THE  NEWEST  IDEAS 

AT  THE 


EXHIBITION 

The  MacRobert  Pavilion,  Edinburgh  Exhibition  &  Trade  Centre 
Ingliston,  Edinburgh  10-11  March  1991 


PRODUCT  RANGE 

A  wide  variety  of  beauty,  pharmaceutical 
and  associated  retail  products  will  be  on 
show  at  Scotchem,  incorporating  bodycare 
and  health  care  products  for  the  whole  family. 
OTC  remedies,  medicines  and  generic 
pharmaceuticals  will  be  on  show  alongside  a 
comprehensive  selection  of  toiletries, 
cosmetics,  fragrance,  photographic  products 
and  reading  glasses. 
Computer  systems,  shopfitting  ideas, 
wholesalers  and  financial  services  will  all 
be  represented. 

MEET  THE  PRESS 

Scotchem  sponsors,  Chemist  &  Druggist,  as 
well  as  Beauty  Counter  and  Community 
Pharmacy  will  all  have  stands  at  Scotchem. 

NPA 

The  National  Pharmaceutical 
Association  will  be  at 
Scotchem  to  offer  advice  and 
assistance  on  the  services 
offered  to  retail  pharmacists. 
Brochures  will  also  be  available. 

"FREE  COMPUTER" 

Everyone  who 
registers  at  Scotchem 
will  automatically  go 
into  the  free  draw  for 
a  computer  and 
printer.  This  'state  of 

the  art'  IBM  compatible  computer  is  easy  to 
use  &  will  run  the  latest  patient  medication 
and  labelling  system  software  packages. 
Don't  miss  this  excellent  opportunity. 


Sunday  10th  March  (10am-5pm) 
Monday  11th  March  (10am-4pm) 


SPONSORED  BY 

CHEMIST& 
DRUGGIST 


I  flE 


MACY 


TICKET  HOTLINE 

81-302  7215 


HOW  TO  GET  THERE 
BY  CAR  > 
The  centre  is  well 
signposted  on  the  A8 
dual  carriageway  which 
runs  between  Edinburgh  and  the  Newbridge 
Interchange,  linking  the  following  motorway 
networks-the  M90  to  the  North-the  M9  to 
the  North  West -the  M8  to  the  West  and  the 
M8-M74-A74  leading  to  the  South.  Free  car 
parking  for  20,000  cars  is  provided  at 
the  Centre. 

BY  BUS  &  COACH 

Services  every  fifteen 

minutes  from  Edinburgh, 

to  a  variety  of  destinations 

in  Central  Scotland,  pass  within  5  minutes 

walk  of  the  Exhibition  Centre. 


In  addition  to  the  public  transport  service, 
MGB  has  arranged  for  a  special  coach 
service  to  be  provided  from  Glasgow, 
Edinburgh  Station  and  Newcastle. 


BY  RAIL 

Edinburgh  is  served  by  frequent  Inter-City 
and  other  rail  services  from  all  parts  of  the 
country.  Over  200  trains  arrive  daily  at 
Waverley  Station,  only  six  miles  from  the 
MacRobert  Pavilion. 

BY  AIR 

The  Exhibition  Centre  is  adjacent  to 
Edinburgh's  International  Airport. 


EXHIBITORS 

Approved 

Prescription  Services 
Beauty  Counter 
Beauty  International 
Brita  (UK)  Limited 
Charwell 
Pharmaceuticals 
Chemist  &  Druggist 
Chemtec 

Claydon  Wholesale 
Community  Pharmacy 
Creightons  Naturally 
Crookes  Healthcare 
Doncaster 
Pharmaceuticals 
Doncaster 
Pharmaceuticals 
(Perfumes)  Limited 
Elida  Gibbs 
Fairscan  Pharmacy 
Systems 

Farmitalia  Carlo  Erbu 
G.  A.  P 
International 
Laboratories  Limited 
John  Richardson 
Computers  Limited 
Kent  Cosmetics 
Limited 
Keyline  Brands 
Limited 

Laughton  &  Son 

Limited 

Max  Factor 

National 

Pharmaceutical 

Association 

Nelson 

Norgine  Limited 
Original  Additions 
(Beauty  Products) 
Panpharma  Limited 
Park  Systems  Limited 
Paul  Murray 
Pharmadass 
Phoenix  Fashion 
Accessories 
Porta  Products 
PPLS 

Readi  Read  Limited 
Reckitt  and  Colman 
Rimmel  International 
Limited 

Robinsons  Babyfoods 
and  Drinks 
Scottish  Fine  Soaps 
Sterling  Health 
Torbet  Laboratories 
Ultraglow 
Weleda  UK 
Zenner  (UK)  Limited 
Lm  as  at  20/12/90 


ENTRY  IS  FREE.  SEND  FOR  YOUR  ADVANCED 
TICKETS  NOW  OR  TELEPHONE  THE 
TICKET  HOTLINE 


r 


Please  send  me 
Name  


free  tickets  for  Scotchem  '91 


Company. 
Address  


Tost  Code_ 


I  wish  to  take  advantage  of  your  special  free 
coach  service  to  the  exhibition  from 
□  GLASGOW    □  EDINBURGH    □  NEWCASTLE 
Please  send  me  more  information  on  times  and  pick-up  points 
Please  return  to:  Scotchem  '91,  MGB  Exhibitions  Ltd, 
Marlowe  House,  109  Station  Road, 
Sidcup,  Kent  DAI 5  7ET    081-302  8585 
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WASH 
E45 


dermatological 
washins  cream 

CLEANS  AND  SOFTENS  DRY  SKIN 
SOAP  FREE/NON-DRYING 


dermatological 
bath  oil 

SOOTHES  AND  SOFTENS 
DRY  SKIN  CONDITIONS 
UNPERFUMED 


dermatological  cream 
FOR  DRY  SKIN  CONDITIONS 


A  RANGE  THAT  WORKS 
TOGETHER,  SELLS  TOGETHER. 


That's  what  we've  found  out  from  a  study  of  how 
pharmacy  displays  affect  the  sales  of  the  E45  range.1  Both 
the  sale  rate  and  unit  sales  go  up  at  least  10%  when  the 
whole  range  is  displayed  together. 

Frankly  we  weren't  surprised.  After  all.  Cream  E45. 
Wash  E45  and  Bath  E45  aren't  just  effective  products  in 
their  own  right.  Together,  they  add  up  to  a  complete 
dermatological  programme,  effective  for  a  wide  range  of 
dry  skin  conditions. 

Wash  E45  a  dermatological  washing  cream  has 
a  unique  non-drying  formula  that  cleanses  effectively 
without  disturbing  the  skin's  natural  barrier  of  oils. 

Bath  E45  with  its  long-lasting  emollient  effect,  is  ideal 
for  soothing  widespread  dry  skin  problems,  especially  in 


such  serious  disorders  as  eczema  and  psoriasis. 

Cream  E45  has  for  more  than  36  years  been 
recommended  by  dermatologists  to  soothe  and  protect 
dry  skin.  When  used  together  as  a  skin-maintenance 
programme,  these  products  enhance  one  another's  effect. 
And,  as  our  study  has  shown,  this  is  precisely  the  way 
they  work  on  your  shelves. 

We  hope  you'll  display  the  E45  range  together.  After 
all,  this  way  you'll  be  promoting  more  than  just  your  sales. 
You'll  be  promoting  better  skin  care. 


1  Nielsen  Insight  Analysis.  1990.  Taken  from  the  Nielsen  Pharmacy 
Retail  Index  Data  (excluding  Boots)  for  July/August  1990 


E45 


DERMATOLOGICAL    SKIN  CARE 


